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A Letter from 
“Down Under” 


R. GREEN, of J. R. 

e Green _ Proprietary, 

Ltd., Launceston, Tasmania, 

cheerfully writes as follows 

when remitting his subscription 
renewal: 

Say, Llew, here is my sub- 
scription sent immediately upon 
receipt of your letter—I kinda 
took the “int. 

“There was a young man 

named Llew, 

Who said ‘Your sub. ts 

o’due’— 

So out of my pittance 

I send this remittance 

And also a kind how-de- 

doo.” 

All of which goes to show 
the spirit in which HARDWARE 
AGE ts received and paid for in 
all the far corners of the world. 


What They ‘Say About 
Us at Home 


I am an old subscriber of Harp- 
warE AGE and I would not want to 
be without it for any amount of 
money. What I appreciate most 
are Llew Soule’s articles on chain 
stores and Saunders  Norvell’s 
weekly letters, especially the one he 
wrote recently on Cutlery. It was 
very nice. 

A. J. Porrter, 
New Bedford, Mass. 


The writer has read your paper 
for many years, and has gathered 
many a useful suggestion from its 
pages. I have read the articles of 
Mr. Saunders Norvell with particu- 
lar interest. 

Yours very truly, 
Don F. Jounson & Co., IN. 
Buffalo 
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ireplace Lquipment 
for the Hardware Dealer 


with the unmistakable touch 
of up-to-date smartness ++ ++ 


Here are andiron patterns and designs 
to match the furnishings and influence 
of every home. Carefully wrought in 
hand forged iron and in hammered 


Sensing the demand for modern up-to- 
date smartness in every detail of home 
furnishings, McKinney now announces 
a series of new and beautiful andirons 
to take their place in the modern 
decorative scheme. 


Of equal importance they have been made 
to meet the popular price range also. They 
retail as low as $12.50 a set. Many of 
your customers who have experienced 
difficulty in ourfitting their fireplaces 
with furnishings in good taste and at 
reasonable cost will welcome the 
attractive McKinney designs and the 
more than attractive McKinney prices. 


brass—a complete line . . . The brass 
work is chased and finished in England 
and has the genuine English patine, or 
finish, which never requires polishing. 


This new and up-to-date equipment is 
not merely a seasonal proposition. In 
Spring, Summer, Fall and Winter these 
smartly designed andirons will turn 
prospects into customers. Let us send 
you complete information. McKinney 
Manufacturing Company, Pittsburgh, Pa. 


McKINNEY 


FIREPLACE EQUIPMENT 


HINGES - FORGED IRON HARDWARE - LANTERNS - GARAGE HARDWARE 
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TRADE i WINDS 


By Llew S. Soule 








CHAIN STORE COMPETITION 


Why the Jobber is Interested 


FN OO many independent hardware merchants re- 
gard chain store competition as strictly a retail 
problem; one in which the manufacturers and 

jobbers are but mildly interested. They talk of need 

for “help” from the makers and distributers of hard- 
ware items, seemingly unaware of the fact that it is 
not and never was a private problem; that it is not 

a question of “help,” but one of cooperation in a 

mutual cause. 

As a matter of fact, the jobber has every bit as much 
at stake in the matter as has the independent hard- 
ware merchant. There is absolutely no place in the 
chain store plan for the independent wholesaler. He 
cannot hope to sell his merchandise to the chains, 
because the chain store system has, within itself, a 
system of warehousing which eliminates the whole- 
sale distributers. 

At the same time, every item of hardware sold by 
the chain store means the potential loss of that sale 
through some hardware jobbing house. Likewise it 
means one sale less for some retailer who is a cus- 
tomer of that jobbing house. 

Whenever chain store or mail order house compe- 
tition forces an independent hardware retailer out of 
business, the hardware jobber who supplies that hard- 
ware store loses a definite volume of business. When- 
ever chain or mail order competition makes any 
serious inroads into the business of an independent 
retail hardware dealer, it places the investment of 
some hardware jobber in jeopardy. Any loss sus- 
tained by the independent hardware merchant through 
chain competition is a direct loss to the hardware 
wholesaler. 

It is not, therefore, a question of asking the whole- 
saler to help the retailer, but rather one of realization 
that the chain store is as much a competitor of the 
jobber as it is of the independent merchant. True, 
the dealer is receiving the first assault, but he is some- 
what in the position occupied by Belgium at the be- 
ginning of the world war. The new competition must 
march through his territory to get into the territory 
of the wholesaler. The only way for the jobber to 
stop eventual devastation of his business is to keep 
that competition from getting past the retail ranks. 

It is not as big a fight as some would have us be- 


lieve, but it is one of those competitive quarrels which 
could easily develop into quite a war. Its smallness 
lies in the comparatively few hardware items as yet 
involved. Its potential greatness lies in its highly 
organized effort to build big business, and in the fact 
that competition of chains against chains creates a 
constant urge to take on more lines. 

Up to the present time it is more or less a price 
war, with the chains featuring a comparatively small 
number of hardware items at obviously low prices. 
The loss of business to the hardware retailer and 
jobber so far as those items alone are concerned is 
not alarmingly great. The danger lies in the subtle 
insinuation that the hardware man’s prices are all too 
high. 

This phase of the question can be overcome only by 
demonstrating that the independent retail hardware 
man can sell the competitive items as cheaply as his 
competitors. It is not necessary for him to actually 
sell any appreciable quantity of the cheap lines. His 
policy should be to use such items in a comparative 
way to sell goods of better quality on which there is 
no chain competition. 

The jobber’s part in the fight is not only to work 
with the retailer to secure competitive items for use 
in comparison with quality goods, but to continue to 
impart to him a greater knowledge of ‘quality mer- 
chandise so that he can sell it on a value basis. The 
jobber can also assist greatly in cooperating with the 
manufacturer and the retailer to reduce the general 
overhead of the hardware industry. 

He can show the retailer the high cost of small, 
inadequate orders—and in some cases can gain a more 
active realization of that cost himself. Retailers are 
not the only offenders, as the books of the manufac- 
turers can testify. 

Jobbers can also continue to advise and aid in 
credit problems, advertising and display, sales meth- 
ods and, above all, selection of merchandise. The 
majority of hardware jobbers are already actively co- 
operating with their retail merchant customers, and 
others are preparing to do so. With that cooperation 
complete, the chain store problem will be definitely 
on the road to solution. No, it is not a one-man job. 
It is an industry problem that we are facing. 


This is the eighteenth of a series of articles in which the Editor discusses Chain Store Competition in all its phases. 
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The Travelers’ Home 
Foundation 


Three million dollars to be raised to build Home, Sanitarium 
and Hotel at Winston-Salem, N. C. 





























JUST SUPPOSE 


If You Were a Traveling Salesmen 


HAT you had traveled all your life at a modest salary, had raised 

a family in the American way—to the limit of your ability—you 

came to the last stop and misfortune has stepped in. You cannot 
longer carry on. The old pep is gone, new conditions crowd you out of 
the only way you know of to make a living, your family has been quietly 
laid away in the family plot and you wander around like a homeless pup. 
Or— 


That you have during your years as a salesman come to the sundown 
time of your life. You have saved sufficient for your comfort during 
that period. Your family gone and from continuous years on the road 
no place to call home. Or 


That from the effects of your continued energy, the necessity of eating, 
and drinking the water from a thousand sources, and the insistent de- 
mand for the best you have, running continually on “high,” old doc says 
“lay up for a while until we can put in new spark plugs and rebore the 
cylinders,” etc.—and the house says go off and play for a couple of months 
and renew your youth. Or 


If You Are an Employer of Traveling Men 


And you have a fine old chap or two who have given the best they had 
for a great number of years to you or perhaps your father before you, 
whom you cannot turn out to starve or to tell the world of your ingrati- 
tude, but whom you must replace with a younger man. Or— 


You are a merchant and have had, and perhaps the generation before you, 
the friendly contact . . . the memory of square-dealing . . . the cheerful- 
ness of the visit and outside touch .. . the fine suggestions for and the 
advice that has solved merchandise problems . . . and one who 
has perhaps become almost as one of the family ... You 
realize that this friend is slipping and that soméone must 
help him to take the down-hill grade in comfort, or— 


You are prosperous and successful in your own field of endeavor 
. .. And you plan each spring to go to some retreat .. . South, 
but not too far South for a period of recreation, golf, tramping 
in the hills or motoring over some of the most wonderful roads 
and through hills and valley that are part of the show places 
of the world... and 

You know of a real home, comfortable, in a delightful climate, 
with companionship, care, medical service, sanitarium, health 
giving mineral springs and no stigma of charity, but the con- 
sciousness that provision had been made by yourself or friends 
against such a time of need. 

Wouldn’t it dry many a tear, comfort many a 
weary and fearful heart, and bring a glow of thank- 
fulness and joy that such provision was possible 
through the foresight of yourself or friends. 


This is the thought and wish of those who are 
now planning 


She Travelers’ Home” Foundation 


Ls 24 









to see the realization of the hope 

for such an accomplishment 
reads almost like a story, and in 
substance is as follows: 

Some years ago a man by the name 
of J. C. Tise, a resident of Winston- 
Salem, N. C., died and a portion of 
his large estate, about 1000 acres of 
land and about $100,000 of money he 
set aside to be devoted to a charit- 
able, educational or philanthropic 
enterprise, which was to be a 
memorial to himself, and family, and 
of benefit to some of his fellow-men. 


{ir inspiration and opportunity 


Located in the Piedmont Section of 
North Carolina 


This fund was left in the care of the 
Wachovia Bank and Trust Company, 
and the trust fund which was estab- 
lished was known as the J. C. Tise 
Foundation. Word of this founda- 
tion fund came to the attention of the 
writer, who has for many years been 
interested in the traveling men and 
their problems and through the Na- 
tional Council of Traveling Sales- 
men’s Associations contact was made 
and a visit to Winston-Salem and the 
property was arranged. We found 
the property located in the Piedmont 
section of} North Carolina, along the 
beautiful hills and valley of that de- 
lightful section of the South, with 
two water courses running through 
it and an ever-flowing spring of 
mineral water which had been award- 
ed first prize for its medicinal value 
at the St. Louis Exposition... 
acres of land planted in tobacco and 
much of the land covered by stately 
trees and beautiful shrubs. 


To Raise One Million Dollars 


To fulfill the condition of the trust, 
it would be necessary to raise ap- 
proximately one million dollars and 
this seemed indeed a very possible 
condition when the appeal might be 
made to approximately 900,000 travel- 
ing men and their friends. 

The trust has given an option to 
the National Council who have in 
turn, passed it over to a Board of 
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Trustees, consisting of Mr. John H. 
Love, treasurer, The Merchants Asso- 
ciation of New York; Mr. Ernest 
Stauffen, Jr., treasurer, vice-presi- 
dent, New York Trust Company ; 
Mr. Clarkson Cowl, Chairman of the 
Board, James A. Hearn & Son; Di- 
rector, Equitable Trust Company of 
New York; and it has been one of the 
problems of this board as how best to 
get in touch with the traveling men 
of the country and men not affiliated 
with any traveling men’s associations. 


Plan Has Sanction of United Com- 
mercial Travelers of America 


This plan had the unanimous sanc- 
tion of the United Commercial 
Travelers of America at their Su- 
preme Council session held in Colum- 
bus in June. George E. Hunt, Past 
Supreme Counsellor of the United 
Commercial Travelers, and who is 
probably one of the best known in- 
dividual traveling salesmen in the 
United States, sits in as one of the 
Board of Directors. 

A plan is now being worked out 
to the end that three million dollars 
might be raised sufficient to build the 
Home and Sanitarium, and also make 
provision for a fund that will be an 
endowment and from the income of 
which money will be forthcoming for 
the up-keep and support of the insti- 
tution. 


Quota of Twenty Thousand Dollars 
Assigned to Hardware Trade 


Twenty thousand dollars of this 
fund has been assigned by the Direc- 
tors to the Hardware trade and 
through the Hardware Boosters of 
New York, the Nutmeggers of Con- 
necticut, the Hardware Associations 
of New England and the Hardware 
Associates of the Philadelphia and 
Atlantic Seaboard Association appeal 
is being made for support of the pro- 
ject. It is the intention of the found- 
ers to establish a Home, Sanitarium 
and Hotel with golf course so that 
there might be some income through 
the year for the work, by those who 
can and who have a desire to go 
South for a vacation and enjoy this 
very delightful climate at various 
times. 

Checks or pledges for this fund can 
be made out to the “Travelers’ Home 
Foundation” and should be sent care 
of the writer, HarpwarE AcE, New 
York City. 

Among the larger organizations of 
commercial travelers which stand 
back of this ambitious project are the 
United Commercial Travelers of 
America, Columbus, Ohio, the Na- 
tional Council of Traveling Sales- 
men’s Associations with its following 





affiliated associations: Associated 
Lighting Equipment Salesmen, New 
York; Associated Millinery Men, 
New York; Boot & Shoe Travelers’ 
Association, New York; Chicago 
Corset Club, Chicago, Ill.; Cincin- 
nati Traveling Men’s Association, 
Cincinnati, Ohio; Far Western 
Trevelers’ Association; Garment 
Salesmen’s Association, New York; 
Hardware Boosters’ Association, 
New York; Jewelry, Leather & Fancy 
Goods Association, New York; Na- 
tional Association of Men’s Apparel 
Clubs, Milwaukee, Wis.; National 


SEYMOUR N. SEARS 


Patt Grand Councilor 
U.C.T. of America, Past 
Chief Booster, Hardware 
Boosters, New York; active 
member of Nutmeggers, 
New England Hardware 
Associates, the Commercial 
Travelers’ Mutual Accident 
Association of Utica; Vice- 
President Tucker Co., New 
York. 


Board of Tobacco Salesmen’s Asso- 
ciation, Cleveland, Ohio; National 
Piano Travelers’ Association, Chi- 
cago, Ill.; New England Corset Club, 
Boston, Mass; New York Corset 
Club, New York; Pennsylvania & 
Atlantic Seaboard Hardware Associa- 
tion, Clarion, Pa.; Salesmen’s Asso- 
ciation of the Paper Industry, Chi- 
cago, Ill.; Southern Travelers’ Asso- 
ciation, New York; Tennessee 
Travelers’ Association, Nashville, 
Tenn.; Associated Traveling Sales- 
men of New York; The Nutmeggers 
Association, Connecticut; New En- 
gland Hardware Associates, Boston, 
Mass. 


The Organization Committee 


The members of the organization 
committee, which is still in process 





of formation are: H. G. Chatham, 
President, Chatham Manufacturing 
Co., Winston-Salem, N. C.; William 
Hamlin Childs, Chairman of the 
Board, Bon Ami Co., New York; 
Clarkson Cowl, Chairman of the 
Board, Jas. A. Hearn & Son, New 
York; Wm. L. DeBost, President, 
Union Dime Savings Bank, New 
York; Lucius R. Eastman, President, 
The Merchants Association of New 
York; A. H. Eller, Vice-President 
and Trust Officers, Wachovia Bank 
& Trust Co. Winston-Salem, N. C.: 
Col Michael Friedsam, President, B. 
Altman & Co., New York; Col. 
Francis H. Eries, President, 
Wachovia Bank & Trust Ca., 
Winston-Salem, N. C.; George E. 
Hunt, Chairman, Trade Relations 
Committee, United Commercial 
Travelers of America, Boston, Mass. : 
James G. Hanes, President, Hanes’ 
Hosiery Mills, Winston-Salem, N. C.; 
Tim Healy, Stehli Silks Corp., for- 
merly President, National Council of 
Traveling Salesmen’s Associations, 
Far Western Travelers, and Silk 
Travelers’ Association, New York: 
Ralph C. Hudson, President, H. 
O’Neil Company, Baltimore, Md., 
President, National Retail Dry Goods 
Association, Baltimore, Md.: Darwin 
R. James, President, East River Sav- 
ings Bank, New York; R. E. La- 
sater, Vice-President, R. J. Reynolds 
Tobacco Co., Winston-Salem, N. C.. 
Arthur J. Lewy, Sterling Advertis- 
ing Service, New York; John H. 
Love, Treasurer, The Merchants As- 
sociation of New York; Hon. Lee S. 
Overman, United States Senator, 
North Carolina; F. C. Rand, Presi- 
dent, International Shoe Co., St. 
Louis, Mo.; Seymour N. Sears, 
President, National Council of 
Traveling Salesmen’s Association and 
Past President, Hardware Boosters’ 
Association of New York: Franklin 
Simon, President, Franklin Simon & 
Co., New York ; Ernest Stauffen, Jr., 
Vice-President, New York Trust Co., 
New York; Louis Stewart, President, 
Sterling Securities Corporation, New 
York; Percy S. Straus, Vice-Presi- 
dent, R. H. Macy & Co., New York; 
Thomas J. Watson, President, Inter- 
national Business Machines Corpora- 
tion of New York. 


No Paid Solicitors 


There are to be no paid solicitors, 
and all moneys raised will go directly 
to the Directors, who are doing this 
work without any compensation. 
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“Callers” 


By Saunders Norvell 





OUR hardware dealers have written volunteering to 
send the young lady who lives on 180th Street a 
pair of shears—they wish her name and address. 
Thanks, gentlemen! We have sent her the shears and 
we have promised to keep her name confidential. How- 

ever, we have sent your letters to her and if she wishes to 
write you direct, that is her affair. 

ee 

Another lady writes that she wishes a pair of shears 
and some kitchen knives. She tells me she is the wife 
of a country minister and they have a hard time getting 
along on his salary. She wishes to pay for the shears 
in yams—or if I don’t want a nice lot of high-quality 
yams, at Christmas time she will be glad to send me a 
lot of holly. I am sending this minister’s wife a set of 
shears and a set of kitchen knives and am asking her 
to send along the yams. I am not the first associate 
editor who takes country produce in trade. This lady 
writes me these yams, when properly cooked, are just 
like candy—me for the yams! 

a 

One of the most interesting parts of my job is meeting 
the people who drop in to see me from day today. Just 
before he sailed for Europe, that Shakespearian scholar, 
Mr. Tunney, called. He told us that in leaving the 
prize ring he just had one regret. I am going to leave 
it to you to guess what that regret was! 

Another caller is a young aviator who sails on Sept. 
11, with Commander Byrd for the South Pole. This 
young man is a flying photographer. His job will be to 
fly over the South Pole and take photographs of the 
scenery. He is quite a young man and informed me he 
called to ask my advice in regard to making out his will. 
He said he had never made out a will before. So I 
helped him in this delicate operation. I was particular 
to see that the New York law of having two witnesses’ 
signatures was followed. Then he informed me he 
wished to leave this will with me for safe keeping in 
case anything happened! 

Another caller was a gentleman who escaped from 
Russia when the present Bolshevist administration came 
into power. He is a Russian and for a number of years 
was active in publishing newspapers in Russia. He knew 
the great Tolstoy very well and attended his funeral. 
He told me many interesting things about this genius. 
Tolstoy, you will remember, became a socialist ; he be- 
lieved that a man should give up his wealth. In his 
later years he dressed like a peasant. Just before his 
last sickness, he left home and started out to travel. 
He traveled from one peasant’s cottage to another. He 
was finally taken sick and died in one of these peasant 
cottages—away from home. 

Tolstoy, so this Russian told me, lived a thousand 
lives. He had eyes that would look straight through 
you—he seemed to understand your every thought. In 
his mind was the wisdom and the sorrow of the ages, 
but at the same time in many things he was just as 
simple as a child. 











This Russian attended Tolstoy’s funeral. As he filed 
by his coffin, he saw him lying there in his peasant 
costume. The curious thing was that his face looked 
years younger in death than it had in life and on his 
face there was a beautiful smile. This gentleman would 
never forget the expression on the face of the dead 
Tolstoy. It seemed to be the summing up and finish of 
the fullness of his life. 

Then he told me many interesting things about the 
leaders, past and present, in Russia—about Lenin, 
Trotzky, Stalin and a number of others. All these men, 
he said, were very strong men with very positive char- 
acters. They had, however, very divergent views in re- 
gard to the policies that should govern Russia. Trotzky, 
as you know, has been sent to Siberia into exile; Stalin 
is the man of the hour and is still in power. “All these 
men,” said this Russian, “were strongly imbued with the 
principles of Marxian Philosophy—they were opposed to 
capitalism, but unfortunately, they did not realize that 
the world cannot be changed in a few years—people 
must be educated to think differently. All this takes 
time. Almost every system of government has its ad- 
vantages and its disadvantages.” ‘‘Now, he said, “the 
big, broad-minded socialist of the present realizes that 
capitalism cannot be wiped out in just one generation. 
With capitalism there is the incentive for personal effort. 
It will take years for the world to learn true socialism 
and become imbued with the socialistic spirit.” 

Then, strange to say, this gentleman said that there 
was more pure socialism unconsciously at work in the 
United States than in any part of the world! This coun- 
try, he said, for a number of years had been becoming 
more and more democratic and more socialistic. This 
fact, however, while it was steadily in progress was not 
recognized by the people of this country. 

“Democracy,” said he, “is nothing more nor, less than 
universal opportunity. Wherever there is opportunity 
for every man then there is democracy!” He dis- 
cussed at some length a very new idea to me and this 
was the invisible government that exists here in the 
United States. (He did not mean the Ku Klux Klan.) 
What he did mean, however, was that back of officials, 
back of the forms of government, back of all law, was 
the powerful public opinion of the country. In other 
words an invisible government that, as the years pass— 
regardless of political parties—regardless of political 
fads, will in the end rule the country and shape its 
destinies. 

This man, comparatively a stranger to this country. 
had great faith in this invisible United States Govern- 
ment. He discussed foreign nations. He talked about 
the melting pot; about food; fresh air, leisure, books 
and education. He said for instance, “You cannot have 
good citizens and great citizens unless you have well- 
fed citizens. You cannot have a balanced judgment of 
the people unless you have a cultured people, and you 
cannot have a cultured people unless you have people who 
have a generous amount of time for recreation, reading 
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and time to think.” All these spiritual things, he said, 
we had here in the United States in greater measure 
than any other country and because of these things this 
country was destined to be the leader of all countries 
in the world. 

With such thoughts as a basis, he discussed the vari- 
ous scientific foundations we have that are studying 
problems not only of manufacture, but problems of dis- 
tribution ; not only these things but problems in medicine. 
In no other country in the world, he reminded me, have 
the vast sums of money been spent for such research 
work as are now being spent here in the United States. 

He said the American was a very peculiar individual. 
Some foreigners could not understand him because they 
only saw one side of the American character. While 
the American is one of the most practical men in the 
world, at the same time, the average American is also 
an idealist, and in addition to that he is a sentimentalist. 
Some men appeal to the American's ideals, other men 
appeal to the sentimental side of his nature, but frequent- 
ly these men come to grief because they do not fully 
realize how back in their heads, the American is still 
one of the most practical peoples in the world. 

I wish I had space to tell you in detail all the thoughts 
that this Russian gave me about the people here in the 
United States. His admiration for this country was 
unbounded and his belief in the future of this country 
was unlimited, and for every statement he made he gave 
me facts to back up the statement. I have made an 
engagement with him for dinner one night soon at the 
Lotos Club then, after coffee with a good big cigar, I 
propose to start him talking and I am sure the result 
will be a widening of my mental horizon. 

* * * 


Then, another man called. This man is connected 
with the talking movies. He gave me, in a short talk, 
just a few thoughts as to what the talking movies mean 
in this country. Have you noticed in the papers how 
some of our great New York dramatic successes are 
to be sent out on the road not with real living actors, 
but in talking movies? This movement is under way 
right now whether the old time movie producers like it 
or not. They will be compelled to take up talking movies 
because once having heard them, the public is going to 
demand nothing but talking movies. Now our actor 
friends want to know where they get off. 

In the old days, after a year’s run in New York, they 
could tour over the country visiting the provinces. This 
gave them additional work. Now this work is going 
to be entirely shut off by the talking movies, because 
these movies are going to lead to the closing of talking 
theaters all over the country. The old-fashioned theater 
with living actors in the small cities will not be able 
to compete with first-class plays in which some of the 
greatest actors this country has produced will be talk- 
ing in the movies. 

“Just what does all this mean?” said my visitor. The 
great movie stars out in Hollywood are now all taking 
elocution lessons. Their work is to be doubled; they 
must not only look the part but, in future, they must 
be able to talk the part! This of course will redound 
greatly to the advantage of the actor who has been 
trained on the legitimate stage. He knows not only 
how to act but also how to talk; he is the movie actor 
who will be in demand in the future. 

Then there is another angle to talking pictures that 
must be reckoned with. They will develop only unusual 
genius. When a great play with great actors can be 
duplicated a thousand fold—when it can be sent to every 
nook and corner of the world, then don’t you see the 


demand will be only for quality in moving pictures? 
The poor movies and the poor actors will be in the dis- 
card. “Here,” said my friend, “is an increased oppor- 
tunity for genius. This situation will mean the develop- 
ment of a greater dramatic art than this country has 
ever known, simply because a great actor and a great 
play will offer such immense rewards in the way of 
wealth that no expense will be too much in connection 
with the production of a play or in the education and 
development of great actors.” 

These thoughts that were passed out to me made me 
wonder what I had been doing recently with my 2 x 4 
think-tank. “The talking pictures,” said this gentle 
man, “will make their way into industry. Why have 
a poor sales talk by a stuttering, stumbling, poorly posted 
sales manager when the greatest salesman in the coun- 
try cannot only prepare his talk, make a talk, but can 
actually appear in person before meetings of salesmen 
in all parts of the world. Suppose in Jonesville a local 
jobber is having his annual meeting of salesmen between 
Christmas and New Years. For a comparatively small 
expense, this hardware jobber can have the very best 
salesman in all lines the country has and these salesmen 
will appear in person on the screen; they will show their 
samples and they will talk their points. Just stop and 
think what this means in the selling of goods! 

When I heard this, I could visualize sales talks with 
moving talking pictures on guns, ammunition and cutlery 
in every jobbing house in the country. All this simply 
means what the printing press meant. In the old days 
when books were written by hand only one book could 
be done at a time. Therefore books were very scarce 
and were very expensive, and the world was densely 
ignorant. Then came Gutenberg and the printing press 
and immediately the written word was duplicated cheap- 
ly thousands of times and the world woke up from its 
sleep of the Middle Ages. So the talking picture simply 
means another awakening, another Renaissance, and the 
reason is a duplication not of print, but of actual per- 
sonal images and of the actual tones of the voices of the 
speakers—just let your imagination play on this! 

The other night I went to a movie here in New York 
and imagine my sensations when Bernard Shaw, dressed 
in his old golf suit—with his touseled white hair and 
his white beard, came walking down the path in his 
garden, stopped just in front’of the audience and pro- 
ceeded to tell us, in his own voice, just what he thought 
of the United States. He doesn’t admire us too much— 
he isn’t quite sure our civilization is the best civilization. 
However, we are good customers—we read his books— 
he is grateful to us for the dollars we have put in his 
pocket. Then he told us that when he was moving out 
of his “flat” in London, all of his belongings were placed 
out on the sidewalk. Hundreds of his idle countrymen 
stood around and gaped at Shaw’s things. When he 
stepped out of the front door they applauded him—they 
called for a speech, and Shaw who is very practical, 
suggested to his fellow countrymen that they would be 
far more useful if, instead of standing around looking at 
his household belongings, each of them picked up one 
of the articles and walked with it down the street and 
deposited it at his new flat. “That,” said Shaw, “would 
be a real service and time would not be wasted.” It is 
not on record that his fellow countrymen adopted his 
suggestion. But the point I am making is that there, 
before my eyes, Shaw, himself, stood, and my ears heard 
the voice of Shaw, and when Shaw is long dead and 
gone, coming generations—if they so desire—can see 
Shaw and hear him talk. (Continued on page 52) 





















































































HARDWARE AGE for AUGUST 30, 1928 





Advertising Rules 


for Hardware Stores 


Rule No. 1—Study Price Ranges Before They Are Put into the 
Ad. Keep a Balance Between Low, Medium and High Prices 









By Guy Hubbart 


















































































































































































HAT is the difference between an advertising the town. “Consistently” means to adopt and keep a ‘ 
principle and an advertising rule? Easy enough policy of general appearance so each ad can be recog- t 
to answer and something worth money to hard- nized as your store’s ad. ; 
ware merchants. 2. Advertise goods as something to use, not merely ‘ 
In the first place, there are only three basic principles as something to sell. This means try to put the cus- ‘ 
of newspaper hardware store advertising. tomer’s slant into copy and headlines in such a way that 
1. Advertise regularly and consistently. Which means _ the ad sounds real and sincere. Say in effect : “You need 9 
keep your ad and store name before the reading public this electric iron. It will save work.” Rather than “We y 
or at least one newspaper if there are more than one in have some electric irons to sell, please come in and u 
buy them.” 
| " 3. Advertise in terms of service. This means be sure re 
Annual Fall Sale | you have the items you feature and enough of them to t] 
, serve everyone likely to come in and ask for them. Don’t ir 
HOUSEWARES | say “hundreds of extra values’ when you know that y 
—Women have been coming in enthusiastic throngs since the openin there are only a “ stock. If cweey people epee 4 
of this eventful annual Fall sale—buying Housewares—big—little ed | and try to buy, ten will be disappointed. In other words, W 
we oe tien Mya “ese ences tenes | ae principle 3 means advertise values, not quantities. d 
pcietinicaaed In effect, that covers the three real principles of news- ba 
paper advertising as done by retail stores. The principles ) 
apply to any kind of retail store of any size. 
Rules Are Methods 
Advertising rules are definite ways or methods of 
: | making advertising do a specific job for your store. 
Grovenient vu L4C — § Yellow Bowls 79¢ Mampere—novna 69 | There are many rules, but for practical purposes they 
wrene meueh to ‘Nold —— Gifterent. convenient sins a smonthy wanished | may be reduced to eight, so far as hardware store adver- 
tising goes. 
Rule No. One C 
Here is Rule No. 1. Keep a good balance between 
ANOaaE f high, medium and low price ranges in each advertise- N 
| ment. If thirty items are described and priced, es to ) 
- ous Saat ij have ten low ones, 10 cents to 49 cents; ten medium, 
Gur 13.49 ens O9C wa mame Gge || $1.15 to $2.89 and ten high ones, $3.50 to $6. No need _ 
bing—an efficent claneri = NNO Sol ore sues for exact proportions, but a variety of each level. Of Fe 
course, sometimes 15 low, 10 medium and 5 high will do a. 
the work. But keep in mind that the purpose of the ad 
is to bring people into your store, and that daily needs 
= are made up of little things, things a bit more important VE 
op and a few very important items. cic 
Baron grog The ad reproduced here illustrates the point very at 
Pry Pa Oe fiverusn ens 49C go 93.49 forcefully. It is cut into two parts. The left-hand 
soy liga li row. ea FE half is the upper half and includes the caption and w rite ‘As 
pean ed up. This half has twelve items in it. Eight of the prices an 
; are less than $1 ; four are less than $2; and six are above W 
$2. And every item is in seasonal demand, that is needed B 
by every housewife. - 
BREAD 1 — The right-hand half also has twelve items. Four are | 
less than $1; four are less than $2; and four are At 
95 Hot Plate Carpet $9 AC 4 above $4. u: 
Botan 209 Sener (249 rad Boxe BO This is a fine balance for a big ad like this (60 inches, fe 
oe ee 3 columns wide) because it offers values that everyone 
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can buy and an assortment wide enough to bring a large 
number of customers into the store. 

If the prices were most all high or most all low the 
returns would be small considering cost of space in re- 
lation to business done. 

The average small town store would hardly use this 
amount of space. But the proportion is the same on 
smaller space. This ad is merely used as an example be- 
cause it is a good one. In an eight-item ad four low 
prices, two medium and two high is about right if all 
the items are different ; that is, from different sections of 
stock. 

Watch Daily Volume 

Rule 1 should be applied in terms of the daily business 
a store does. For example, if a store does $360 a day 
average and uses three ads a week, it ought to advertise 
twelve items in each day’s space, and arrange the price 
ranges as stated above. This holds good in towns of 
20,000 to 45,000 population. As population goes up, 
the number of items can go up, provided frequency of 
insertions is high, three to four times a week. Size of 
space is not important if ads are not crowded and are 
easy to read. 

Some stores can use twenty inches for each and 
get as much as others that use forty inches. Space alone 
does not sell yoods. What counts is how well it is 
utilized. 

This brings up another point which influences Rule 1: 
Cut price values, odd lots and inferior goods do not get 
the response that good values get. A customer can be 
interested in a bargain ad, but she will not buy unless the 
values are real, even with good salesmanship. 

Rule 1, if attention is paid to it, will save the hard- 
ware merchant advertising money. It will run up the 
direct results from advertised values and lower advertis- 
ing costs. 


$8.50 Kitchen $ 

Table—Porcelain 5.95 
top, 27x40 inch sixe—good 
and sturdy 


= | 
$2.25 Step $ 
Lodder—6 ft. size 1.59 
with ehelf for pail, each 
step with rod support. 
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Spice Sets—* $] ‘39 4 c 

A container for ba 9 
One cup style—use 

a8 So aes a it for fruits, too Extra 

= heavy 


er nd3 par $1.09 


capacity, side handles, 1-pc 
CON 
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a 3 
Dunlap Creath 7Q¢ pont aw. 89 


Whip — Complete fy weol, dustera with long 
with bowl. Efficient! or short handles. 

















Kitchen Stools $ 
—-White enamel— 1.39 
ang strpng — crutch tips 
Right height 


~H 


\ i 
(za 


each, a written guarantee. 
for three years. 





























Wash Boilers $3 79 
—hNo. 9 size cop- - 
per boilere—with rim cov- 
ere and sturdy handles 
The Lion Store, Lower Floor, St. Clair St 


Tub Wrin $ 
manher tess S90 
— guaranteed. 

















Coming Hardware Conventions 


FURNISHING 
ASSOCIATION CONVENTION, Stevens Hotel, Chicago, IIl., 
Jan. 14, 15, 16, 17, 18,-19, ‘1929. Warren Edwards, 
secretary, 189 W. Madison Street, Chicago, III. 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
ConveNTION, Atlantic City, N. J., Oct. 15, 16, 17, 18, 
1928. Headquarters, Hotel Marlborough-Blenheim. 
Charles F. Rockwell, secretary, 342 Madison Avenue, 
New York City. 

IntIno1is Retat.t HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, Hotel Sherman, Chicago, III. 
Feb. 12, 13 and 14, 1929. P. M. Mulliken, managing 
director, Elgin, III. 

Minnesota Retait HARDWARE ASSOCIATION CON- 
VENTION, Feb. 19, 20, 21, 22, 1929. Place to be de- 
cided later. Chas. H. Casey, manager-treasurer, Nicollet 
at Twenty-fourth Street, Minneapolis. 

THE MounTAIN STATES HARDWARE AND IMPLEMENT 
AssocIATION CONVENTION, Denver, Colo., Jan. 15, 16 
and 17, 1929. Headquarters to be announced later. W. 
W. McAllister, secretary-treasurer, P. O. Box 513, 
Boulder, Colo. 

NATIONAL HARDWARE ASSOCIATION CONVENTION, 
Atlantic City, N. J., Oct. 15, 16, 17, 18, 1928. Head- 
quarters, Hotel Marlborough-Blenheim. George A. 
Fernley, secretary-treasurer, 505 Arch Street, Phila- 
delphia, Pa. 


NATIONAL House MANUFACTURERS 


NortH Dakota RetaiL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Feb. 12, 13, 14, 1929. 
Place of meeting to be decided later. .C. N. Barnes, 
secretary, Grand Forks. 

Outo HarDWARE ASSOCIATION CONVENTION AND 
ExuIBITION, Cincinnati, Ohio, Feb. 19, 20, 21, 22, 1929. 
James B. Carson, secretary, 315 Mutual Home Bldg., 
Dayton. 

SoutH Daxota Retait HaArDWARE ASSOCIATION 
CONVENTION, Sioux Falls, Feb. 5, 6, 7, 1929. Chas. 
H. Casey, manager, Nicollet at Twenty-fourth Street, 
Minneapolis, Minn. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION, composed of Alabama, Florida, Georgia 
and Tennessee, Convention and Exhibition in Atlanta, 
Ga., May 14, 15 and 16, 1929. Walter Harlan, secre- 
tary-treasurer, 701 Grand Theater Bldg., Atlanta, Ga. 

West VIRGINIA HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Fairmont, Jan. 22, 23, 24, 1929. 
James B. Carson, secretary, 315 Mutual Home Bldg., 
Dayton, Ohio. 
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Neglect of Local Dealer Advertising 





Creates Unhealthy Type of Competition 


WOR the past two or three years 


stress on national consumer ad- 
vertising and too little emphasis on 
the possibilities of local dealer adver- 
tising. The net result of this, it 
seems to me, has been to create an 
unhealthy type of competition, due to 
the fact that the majority of retail- 
ers have felt that in order to hold 
this volume up to that of more pros- 
perous years it was necessary to add 





we have been laying too great a | 


sach new line that promised a national | 


consumer advertising campaign. 

The writer is not one of those who 
believes that national consumer ad- 
vertising necessarily increases the 
cost of merchandise. He is aware of 
the economies effected in production 
costs when the volume is materially 
increased through advertising. 


On | 


the other hand he has watched and | 


checked carefully the effect on his 
business of carrying the same lines 
of nationally advertised products that 
his competitors carried and compet- 
ing with them on a “price and ser- 
vice” basis. 

The present . situation 
part to the retailers themselves and in 
part to the methods of distribution 
adopted by the manufacturers and 
jobbers of nationally advertised items, 
or for that matter, any of the stan- 
dardized items of the hardware and 
housefurnishings trade. We will 
take, for example, a new type of egg 
beater. Assume that in a certain 
locality there are four hardware 
stores that serve approximately the 
same buying community. Now if all 
four hardware stores stock the new 
type of beater it stands to reason that 
the sales of this beater will show a 
very good initial sale and after that 
will drop into the same class as other 
beaters with the four retailers order- 
ing in as limited quantities as possible 
in order to keep their stocks within 
reason. 

The same thing is true of any other 
item that may strike the fancy of the 
housewife or the mechanic. The next 
step is a cut in price on the part of 
the jobbers in order to secure major 
portion of the business on the par- 
ticular item, followed by a similar cut 
on the part of the retailer for the 


is due in 








By William Forrest 


A New Jersey Hardware Merchant 








What Is Your 
com 4 9 
Opinion? 

Have you any suggestions to 
offer? Do you agree or disagree 
with the expressions of Mr. For- 
rest? HARDWARE AGE will wel- 
come any comments you care to 
make on this subject. In a letter 
which accompanied this article 
Mr. Forrest said in part; “I get 
many suggestions from your pub- 
lication, but of recent years it 
seems to me that there has been 
very little helpful discussion of 
the retailers problems by the re- 
tailers. I am sure that manu- 
facturers and jobbers will be glad 
to get the retailer's point of view. 
If a discussion is started in 
HarpwakeE AGE on the subject in- 
troduced in the enclosed article 
and on kindred topics I believe 
that HAarpwareE AGE will render 
an even more valuable service to 
manufacturers, jobbers and re- 
tailers.” 

Send in your letter! 




















same reason. This is soon followed 
by a realization on the part of the 
jobber and the retailer that profit on 
this item is so small that it would be 
wise to look for something to take 
its place, with the result of a constant 
shifting and a tendency on the part 
of many retailers to more or less 
decry the nationally advertised article 
on the basis that it is merely a “‘foot- 
ball” in the trade. 

The writer is of the opinion that 
the remedy for this situation lies 
largely with the manufacturer and 
jobber. It is invariably the case that 
where there are three or more hard- 
ware stores in a locality each one is 
a leader in a certain line. For the 
business as a whole, and for each re- 
tailer in particular, it would be much 
better to strengthen the line in which 
he is already strong and on which the 
larger percentage of his trade is 
based. The store maintaining the 
best housefurnishings department 
would naturally be given first choice 





| on the egg beater, while the leading 






tool store would have the first opnor- 
tunity on the new level or hammer, 
etc. 

This would have a tendency to 


| restrict initial sales to some extent, 
| but it would in the long run result in 
| greater profits on less capital invest- 
| ment for everybody concerned as it 


| would 


call for fewer, but larger, 


| shipments all along the line and while 


the volume might not be quite as 
great the demand would be more 


| steady and more easily gaged. 


As matters stand now, we can 


| order certain nationally advertised 








products from practically every job- 
ber in our territory, and in cases 
where the manufacturer's salesman 
calls direct we must bear in mind that 
he calls on practically every one of 
our competitors. Asa matter of fact, 
it is not uncommon for a jobber or 
manufacturer’s salesman to urge the 
purchase of a certain item on the 
basis that our nearest competitor is 
doing a good business with it. Some 
of the more reliable jobbers make it a 
practice to call on only one, or at 
most two retailers in a given locality, 
but this does not seem to be the gen- 
eral practice today. 

It is also a fact that certain manu- 
facturers restrict their distributors to 
two or at most three in the Metro- 
politan area, but this holds good only 
in certain lines. 

If the retailer is to be placed on a 
sound financial footing he must be 
afforded a certain amount of protec- 
tion. There are a very few lines 
that can profitably be carried by all 
hardware stores, just as there are 
only a limited number of brands that 
can profitably be carried by all cloth- 
ing stores, or for that matter, grocery 
stores. Under present conditions, 
with at least 25 per cent more hard- 
ware stores than are necessary. very 
few retailers are carrying a sufficient 
stock in any line to supply a demand 
the least bit out of the ordinary, with 
the result that when the buyer wants 
to obtain a half dozen or a dozen 
of a given item he must visit two or 
three stores. Just so long as the 
present practice of selling practically 
every item to every dealer at the same 
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price regardless of quantity main- | 


tains the hardware retailer will strug- 
gle along just barely making a salary, 
or losing a few thousand dollars a 
year, and the jobbers and manufac- 
turers profit will be held down by the 
extra cost of small shipments and 
slow payments. 

It is the opinion of the writer that 


| with 


their national consumer 
and using local media in cooperation 
the local dealers. In some 
cases this is being done, but it is 
usually worked out in such a way that 
the only part of the advertisement 
that belongs to the dealer is the name 


| and address in small type, while he 
| must shoulder 


at least 50 per cent of 


advertising | 
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all the dealers together for a fairly 
satisfactory advertising campaign. 
The writer is convinced that a more 
comprehensive study of this type of 
advertising based on a carefully 
worked out plan of distribution on 
the part of manufacturers would cost 
no more than the national campaigns 
that are being conducted present 
and would result in more business for 


the manufacturers of nationally ad- 
vertised products in a great many | are at 


instances would make better and 


more permanent progress by reducing | few cases it has been possible to get 


the cost for a territory in which there 
least eight 
tailers carrying the same item. 


the manufacturer with fewer and 
stronger agents and, therefore, 
greater profits. 


other re- 
Ina 


or ten 


Hardware Special from Chicago to Atlantic City, 
Sunday, October 14 


LL Aboard for the ‘Hardware Special’” will 
sounded in the Grand Central Station at Har- 
rison and Wells Streets, Chicago, Ill., on Sun- 

day morning, Oct. 14, at 11.30 o’clock. Several hundred 

hardware men, their wives and friends will answer to 
this call and will board a special Baltimore & Ohio 
train to the annual joint convention of the National 

Hardware Association and the American Hardware 

Manufacturers Association in Atlantic City, N. J., from 

Oct. 17 to 20, inclusive. E. R. Swift of The Stanley 

Works, 61 W. Kinzie Street, Chicago, and R. b. Jones 

of the Clyde Cutlery Co., Clyde, Ohio, as the committee. 

have been and will be very busy arranging the final de- 
tails of this annual trip on the ‘Hardware Special.” 

The line of travel to Atlantic City will be over the 
Baltimore & Ohio Railroad from Chicago, down through 
Ohio, past Harpers Ferry, W. Va., and up through 
Washington, D. C., and Baltimore to Philadelphia. Here 
the hardware men will be taken in taxi cabs to the foot 
of Chestnut Street, where a ferryboat will be boarded 
for an interesting trip across the Delaware River. Ar- 
riving in Camden, N. J., the hardware men and their 
friends will take a special parlor car train of the Atlan- 
tic City Railroad, which will arrive at the famous resort 
shortly after noon on Monday. 

The equipment of the “Hard- 
ware Special” will be an exact 
counterpart of the famous B. & 

O. “Capitol Limited.” There 

will be club and observation 

library-lounge cars, with news- 

papers and current magazines; 

attractively appointed dining 

cars ; drawing-room and compart- 

ment sleeping cars and a specially 

picked train crew, with secre- 


6¢ 


tary, valet, barber, maid, manicure and shower bath, tele- 
graph and mail service. E. D. Corcoran, City Passenger 
Agent of the Passenger Traffic Department in Chicago, 
will be in charge of the trip and all checks should be 
made payable to him at Room 607, 112 W. Adams 
Street, Chicago. 

As the entire train will be given over exclusively to 
the hardware trade, many opportunities will be given for 
renewing old friendships and making new acquaintance- 
ships. A banquet will be served on Sunday evening by 
the manufacturers and their representatives to the job- 
bers and their ladies. This is always a unique affair and 
is being looked forward to by all who attended last year. 

The ‘Hardware Special” will leave Chicago at 11.30 
a. m., Central Standard Time, on Sunday, Oct. 14, from 
the Grand Central Station. It will stop at Sixty-third 
Street at 11.55 a. m. and at Ninety-fifth and Commercial 
Streets at 12.20 p.m. The next stop will be at Gary, 
Ind., at 12.45 p. m., from which the train will go to 
Garrett, Ind., arriving there at 3.40 p. m., Eastern 
Standard Time. Deshler, Ohio, will be reached at 5.20 
p. m. and Akron at 8.15 p. The “Hardware Spe- 
cial” will then go to Youngstown, arriving there at 9.30 
p- m., and will reach Philadelphia at 10.20 a. m. Monday. 

The parlor car train will leave 
Camden at 11.20 and will arrive 
at Atlantic City at 12.30 p. m. 
Monday. The times of the spe- 
cial train mentioned above are 
approximate and+ ample time 
should be allowed as the train 
may run ahead of time. 

The Indianapolis delegation 
can use traction lines to Garrett ; 
the Detroit and Toledo group can 
join the train at Deshler and the 
Cleveland men at Akron. 


R. SWIFT 
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How About That Special Order 


for Mr. Brown? 


Special Order Department deserves greater share of at- 
tention. Will prove to be a money getter if properly 
handled. Order form will help simplify specials. 


HE special order department in the hardware 

i store, probably due to the detailed attention involved 

is frequently neglected. 

Where this department is efficiently conducted, it will 
be found to be a money getter. It should receive a 
greater share of attention than it is generally receiving. 
No investment is required and properly managed this 
department will advertise itself. 

If your customer is pleased with the way you have 
handled his special order, it is natural that he will tell 
his friends to “go to Brown’s; if they don’t have it, they 
will get it for you in short order.” 


Better Than Usual Profit 


The percentage of profit on special orders can in 
most cases be a little better than usual, as the customer, 
in all probability has been unsuccessful in finding the 
article he wants in ordinary stocks. He feels that it is 
important enough, to him, at least, that he can afford and 
will readily pay a little more than what is generally 
termed a fair margin of profit. We would feel that 
this extra margin is fair to the customer, as the dealer 
should receive just remuneration for the details and addi- 
tional personal service required. 

Where the sale involves a large enough profit, it 
would be well to inform the customer that you would 
place the order immediately, by either long distance tele- 
phone or telegraph. 

If the sale is not large enough to warrant this expense, 
quote a price and inform your customer that you will be 
glad to order the item by wire or telephone, if he would 
care to pay the additional cost. 


Special Attention 


Even ordinary special orders by mail should be given 
preference and should be expedited in every possible 
manner. 

It would be a good idea to mail these by either air mail 
or special delivery, whichever, in your case you find 
the faster, in reaching the orders’ destination. 

Unless the customer is well known to you, it is a good 
idea to request a substantial deposit. This would elimin- 
ate the many uncalled for special orders which accumu- 
late under ordinary conditions, where the order was only 
a whim and not a real desire. It would also signify the 
customer’s good intentions. 

Probably the best method in handling special orders 
would be to have one man designated to care for all spe- 
cial orders. It would be possible for him to have a 
much better conception of special order conditions, than 
if all salesmen received special orders. He should then 
be in a position to give all special order customers a 
satisfactory reply to their questions regarding their 
orders. 


It would not then be a question of the customer ask- 
ing the salesman who accepted the order regarding it, 
and being requested by the salesman to “wait just a 
moment, please, and I’ll see if Mr. Brown has ordered it.” 


Watch Details 


In making out the special order strict attention should 
be given to the smallest detail and when at all possible 
complete information should be secured as to quantity, 
style, color or finish, stock number, size and etc. Leave 
as little opportunity as possible to have the article re- 
turned on account of “not being what I ordered.” 

We would think a special order blank would be very 
convenient for this purpose—If such a blank was printed 
for your individual requirements on a special color paper, 
so as to be readily distinguishable from other corre- 
spondence, etc., you would find it very handy and would 
eliminate many mistakes. 

We offer here a blank of this sort which should help in 
simplifying special orders. 





BROWN HARDWARE COMPANY 
Os dudes a 
Special Order 
a ey er POs basses e «+. 
| RES DR ciate tia ethens + 
8 ee ee ere Item 
Serre reer et eee ee 
Promised ....... oo ee Deposit ...... 
CT 6 OO ons i 5 eae ss -- 
MENS. 5 Ek caw ie cide ne x Pee ies > + 
Telephone Number .............--+0+-: 
Delivered by ...... COON Stans Charge ....- 
Seles wes Fess. .--- 
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Colors in Commerce 


Edwin W. Ely 


Division of Simplified Practice, Department of Commerce 


ing number of manufactured 

products in which color has 
become a pronounced factor. Auto- 
mobiles, stoves, kitchen utensils, tools, 
hat bands, stockings—all have a claim 
on the spectrum. Whether this means 
that we as a nation are declaring our 
collective and personal optimism of 
the “rightness of things as they are,” 
or whether some other motive urges 
us to develop a sense of contrast, the 
fact remains that we are rivaling 
nature herself in the language of 
color. 

The question has been asked re- 
cently, “Is the wide variety of shades, 
hues, tints and colors a repudiation 
of the principles of Simplified Prac- 
tice, and cannot simplification be in- 
voked to curb or at least arrest the 
tendency to apply color to every- 
thing ?” 


Define Simplified Practice 


In answering this question it will 
be appropriate to first define Simpli- 
fed Practice. Simplified Practice 
means the reduction of variety in 
sizes, dimensions and immaterial dif- 
ferences, of everyday commodities as 
a means of eliminating waste, de- 
creasing costs and increasing profits 
and values in production, distribution 
and consumption. 

The reader’s attention is called to 
the word “immaterial” in the defini- 
tion, and the fact that it is under- 
scored by way of emphasis, for in 
that word rests the heart of the sim- 
plification movement. 

Differences in color, as applied to 
a given commodity, is an “immaterial” 
or a “material” consideration accord- 
ing to the viewpoint from which the 
problem at hand is regarded. If color 
is considered in conjunction with ar- 
ticles of ornamentation, or commodi- 
ties, that provide a vehicle for the 
expression of personality and _per- 
sonal taste, then the question resolves 
itself into one of aesthetics. These 
differences may not be vital, eco- 
nomically. They are important, 
nevertheless, and may be regarded as 
material” differences. 

Repairs and replacements which re- 
quire the harmonizing or blending 
of colors create a situation which is 
not essentially different from that 


a ie: aes there is an increas- 


4 stressed. 





presented in the problem of inter- 
changeability in machines. Colors 
must match, harmonize with or be 
complements of each other; parts of 
a machine must “fit.” Again we are 
faced by “material” differences. 


Economic Side Stressed 


If color is regarded in connection 
with articles of utility, then the 
aesthetic side is less important while 
the economic side is more heavily 
Will a tool or any other 
useful commodity perform its des- 
tined function just as well while 
wearing one color as another? Will 
it perform that function less expen- 
sively if manufactured in a simplified 
range of colors, or with no color at 
all, than is the case when it is coated 
with color? 

Assuming that color is a sicle issue 
and the question of price prirnary, it 
may be said that a clear case of 
“immaterial” differences is exempli- 
fied. In such circumstances simpli- 
fication should offer tangible benefits 
to all concerned without in any way 
interfering with personal taste, or 
the expression of individuality in de- 
sign and creation. 

An analysis of this kind might or 
might not be considered practicable 
by an industry, in view of other con- 
trolling factors. At any rate it will 
be interesting to here set down the 
facts that attend the production of 
commodities in a wide variety of 
colors: 


THE MANUFACTURER must 
tie up his capital in extra equip- 
ment in order to maintain produc- 
tion of the fuil line of colors. His 
inventory is rendered more com- 
plex and expensive, and he must 
have additional storage facilities. 
He is manufacturing for an un- 
certain demand and he is con- 
fronted with a variable factor of 
style which he never suspected 
would intrude itself into his busi- 
ness. His commodity may be a 
humble article of utility, but he 
now shares with the manufacturers 
of clothing, the speculative risks 
that go hand and hand with styles. 
These are all overhead costs and 
they eventually find their way to 
the consumer. 





THE DISTRIBUTOR is faced 
with problems of inventory, heavy 
investment to meet all demand, 
extra space and additional rent. 
He adds his costs to those which 
have been passed on to him by the 
manufacturer, and again the con- 
sumer comes into the picture. 
THE CONSUMER in many in- 
stances is confused by the wide 
range of choice that is presented to 
him. Many times he desires only 
utility, but he pays for an orna- 
ment. 

If the producers, distributors and 
users are of one mind in regard to 
the economic advantage of conform- 
ing to a simplified list of colors, it 
would be possible to establish such a 
list by the unanimous consent of all 
concerned. With all elements in an 
industry cooperating, it should be 
possible to arrive at conclusions that 
would prove mutually satisfactory. 

The situation may be summed up as 
follows: 

Over-diversification is wasteful. 

Over-standardization stultifies and 
restricts. 

Simplification, intelligently and 
moderately applied, offers a middle 
ground or happy medium between 
these two extremes. 


New Style Friction Catch 


The Beacon Grip Friction Door Catch is 
manufactured by the Beacon Pressed Steel 
Co., Inc., 86 Page St., Providence, R. I. 
This catch can be used on cupboards, china 
closets, screens, storm windows, etc. No 
cutting of woodwork is needed to install 
the catch and no other locking device is 
required. 


Another feature of this catch is that it is 
out of sight when the door or screen is 
closed. The Beacon Grip is made in two 
sizes. 
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Thomsen’s block the street when they announce a special sale. 
store at a recent sale. 


Direct Sales Solicitation 















The above photograph shows the crowd outside the 


Builds Volume for Thomsen’s 


This four-year-old store has had remarkable success in 
Norfolk, Neb. During the year 1927 it transacted more 
than $100,000 worth of business—and that was in its third 


Co. of Norfolk, Neb., has not only made many 

hundreds of friends for the company but has also 
made possible a $100,000 volume of business during 1927, 
which was the third year of the company’s existance. 
In addition to this method of securing business, the 
Thomsen company uses generous space in the advertis- 
ing pages of local newspapers. Multigraphed letters, 
circulars and announcements, are sent to a selected list 
at regular intervals and fairs, bazaars, etc., are capital- 
ized by arranging attractive exhibits on each event. 
Through these different, yet effective approaches to the 
consumer, the company thoroughly covers the buying 
field and places itself foremost in the minds of resi- 
dents in and around Norfolk. 


Krenzien Was With Hibbard, Spencer & Bartlett Co. 


It was about five years ago when Walter Krenzien, 
now general manager of the Thomsen Hardware Co., 
was a traveling representative for Hibbard, Spencer & 
Bartlett, Chicago, Ill. He was born in Nebraska, but 
while he traveled in other parts of the country, he had a 
desire to return to the home State. An acquaintance- 
ship was made with Edward Thomsen, owner of a pros- 
perous retail hardware store in Red Oak, Iowa, to whom 
he broached the idea of a retail store in Nebraska. Mr. 


Dic. sales solicitation by the Thomsen Hardware 





year of its existence! 





Thomsen realized that a great opportunity was present- 
ing itself, and so he agreed to the proposal of opening 
such a store in that State. 


Much “Missionary Work” Was Done 


The Thomsen Hardware Co. was formed in July, 1924, 
and a retail store opened in Norfolk. It was in a new 
section of town, where there had never been a hardware 
store, therefore a good deal of “missionary work” had 
to be done before a reputation was established. It 1s 
interesting to note that the first employee to be taken 
on was an outside canvasser. In this manner—seeking 
the buyer—the company made a good start, which had 
now proved both practical and highly successful. 

Mr. Krenzien states that the firm would never have 
been so successful, if it had not been for installment 
selling. The company has adopted a sound method 
whereby customers are given an opportunity to secure 
good merchandise at a reasonable price, yet can take a 
reasonable length of time to pay for it. Seventy-five 
per cent of the customers who purchased on the install- 
ment plan completed their obligations within the agreed 
time. Fifteen per cent were only a little late complet 
ing their contracts, and only 10 per cent required pert- 
sonal attention. 

Experiences in this community taught these hardware 
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men many things. Not three years. after the opening, 
the volume of business had increased to such an extent 
that more space was needed. An addition was built and 
merchandise which had been lined up against the wall 
was moved over into the center of the store. This 
provided a wide, unobstructed aisle, greatly improving 
the appearance of the interior. Modern lighting fixtures, 
attractive display panels and open top display tables con- 
tribute to the present efficient and pleasing interior. 


Women Customers Have Increased 100 Per Cent 


Since this modernizing program was undertaken and 


“rein (" 


yer pint 


It can be seen from the 
two photographs _repro- 
duced on this page that 
the Thomsen store of 
1928 is an improvement 
over the 1924 store. The 
old style glass show- 
cases shown in the upper 
Picture were replaced 
with wall display cases. 
A large addition which 
was built at the rear of 
the store can be seen in 
photograph. 
Notice the display tables 
filled with attractive mer- 
chandise and the modern 
System of illumination. 


the lower 


AUGUST 3¢ 
completed it is interesting to find that the number 
women customers increased 100 per cent. 

A popular make of washing machine handled by 
the Thomsen store, through an exclusive agency, and in 
three years over 600 washers have been sent into the 
homes of Norfolk householders. A complete service 
department is maintained, which keeps these machines 
in running order and also acts as a beneficial contact or- 
ganization between the store and the customer. 

Mr. Thomsen continues to operate his Iowa store, but 
the major responsibility for the operating of the 
Thomsen company rests with Walter Krenzien. Mr. 
Krenzien has had over 
fourteen years’ ex- 
perience in selling 
hardware and is oper- 
ating the kind of a 
store in Norfolk, that 
many larger towns 
would be glad to have 
in their business sec- 
tions. 

The experience of 
the Thomsen store is 
that which is universal 
throughout the coun- 
try today. Hardware 
dealers are finding 
that they are securing 
a good quantity of in- 
creased revenue from 
going out after busi- 
ness, through _ per- 
sonal solicitation and 
calls at homes. 


Pd 
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Lowell Specialty Co. Merges with 
the Hudson Mfg. Co. 


The Lowell Specialty Co., Lowell, Mich., 


and the Hudson Manufacturing Co., Min- | 


neapolis, Minn., both large producers of 
hand and compressed air sprayers, bucket 
pumps, barrel pumps, etc., announce that 
they have consolidated under the title of 
the Hudson Manufacturing Co. and that 
the change is effective as of Aug. 1, 1928. 

John A. Arehart, who has successfully 
directed the activities of the Lowell Spe- 
cialty Co. for a good many years, build- 
ing up a very widespread and desirable 
business, is to continue in charge of the 
Lowell plant. J. B. Nicholson, who has 
had charge of the sales of the Lowell plant 
ever since the foundation of the business, 
will join the sales organization of the 
Hudson Co., taking care, very largely, of 
all his old accounts. 

H. D. Hudson, president of the Hudson 
Manufacturing Co., is very enthusiasitic 
about the possibilities for giving better 
service over a wide area of territory be- 
cause of this change. Lowell is very cen- 
trally located for serving the entire coun- 
try and by combining their resources and 
facilities with those of the Hudson plant, 
a very complete line will be supplied and 
some very exclusive and patented items 
produced. 


Westchester Association Shore 
Dinner at Rye, N. Y., Aug. 22 


About sixty members and guests of the 
Westchester County Hardware Dealers’ 
Association enjoyed the annual shore din- 
ner of that organization Wednesday, Aug. 
22. The party was held at the new Play- 
land Park, Rye, N. Y., where a very fine 
shore dinner was served in the open pavil- 
ion. Past N. R. H. A. President R. J. 
Atkinson was the guest of honor, and Vice- 
President Wm. L. Vetter, New Rochelle, 
N. Y., was toastmaster. There was a good 
representation from the N. Y. Hardware 
30osters, headed by Junior Chief George 
H. Fisher, Milwaukee Stamping Works. 
Harry Hoblin, Larchmont, is president, E. 
K. Ortiz, Jr., Mamaroneck, N. Y., is sec- 
retary, and S. T. Riley, Tuckahoe, N. Y., 
is treasurer. 





G. O. Bergstrom Dies, President, 
Bergstrom Stove Co. 


George O. Bergstrom, president of the 
Bergstrom Stove Co., Neenah, Wis., manu- 
facturer of stoves and ranges, recently 
died. 

He was 71 years of age and had estab- 
lished the industry more than 40 years ago. 





Richards-Wilcox Co. Issues 
Garage Door Catalog No. 55 


Richards-Wilcox Mfg. Co., Aurora, IIl., 
has recently issued its new Garage Door 
Hardware Catalog No. 55. 

This is one of the most complete and 
comprehensive catalogs the company has 
ever published on this subject. It is fully 
illustrated and describes the company’s 
complete line of garage doors, hardware, 
door bolts, locks, floor guides, etc. The 


























complete sets of hardware have been sim- 
plified so that it is an easy matter to choose 
the particular set needed for any specific 
job by a simple catalog number. 

Copies of this 160-page catalog will be 
sent free to all interested. 





Catlin Is Business Manager of 
“Outdoor America” Magazine 


The Executive Committee of the Izaak 
Walton League of America announces the 
appointment of Charles P. Catlin as busi- 
ness manager of its official monthly publi- 
cation, “Outdoor America.” 

“Charlie” Catlin, as he is known to the 





CHAS. P. CATLIN 


trade, manufacturers, jobbers, retail deal- 
ers, salesmen, sportsmen and outdoor en- 
thusiasts, brings to his new undertaking 
a comprehensive knowledge of the sport- 
ing goods field, earned by many years of 
practical experience. He is recognized as 


| an aggressive and successful merchandis- 


ing and advertising man. 
Mr. Catlin has had unusual opportunities 


| to acquire practical knowledge of market- 


ing conditions and merchandising in all its 
phases, both in this country and abroad. 
His experiences range from inside man to 
road salesman, window display work, de- 
partmental manager and buyer of mer- 
chandise and advertising space, sales pro- 
motion and merchandising manager for 
widely known manufacturers. He was also 
a member of the Executive Committee of 
the National Jewelers’ Publicity Associa- 
tion, featuring the “Gifts That Last” 
campaign. 

For several years Mr. Catlin served the 
Remington Arms Co., Inc., as general man- 
ager sales promotion and director of adver- 
tising, also as vice-president of one of its 
subsidiaries, the Remington Mfg. Co. 





Iwan Brothers Appoint G. M. 
Baird & Co. Southern Agents 


In a recent announcement to the trade, 
Iwan Brothers, South Bend, Ind., state 
that G. M. Baird & Co., Memphis, Tenn., 
are now exclusive agents in the South for 
Iwan post-hole tools. G. M. Baird & Co. 
are located at 564 Randolph Building in 
Memphis. They succeed John D. Peohler, 
who formerly handled the Iwan line in 


that territory. 
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Vernon Joins Capital Farm 
Implement Co., Sacramento 


A. H. Vernon, who for more than 1] 
years has been connected with the Emigh- 
Winchell Hardware Co., Sacramento, Cal. 
has recently been appointed manager and 
buyer of the hardware department of the 
Capital Farm Implement Co., also of Sac- 
ramento. 

He started in the hardware business with 
the Shaw-Walker Hardware Co. in Glas- 
gow, Scotland. From that connection he 
traveled to Africa, New Zealand and Aus- 
tralia, and upon coming to this country 
joined the Bowman Hardware & Imple- 
ment Co. He left this company to join 
the Emigh-Winchell company more than 
11 years ago. 

Mr. Vernon is well respected and ad- 
mired throughout the entire West Coast 
territory. 


Henry Disston & Sons Issue 
Important Saw Announcement 


In a recent announcement to the trade, 
Henry Disston & Sons, Inc., Philadelphia, 
Pa., makes the following statements re- 
garding the various saws which it manu- 
factures: 

“While the trend among mechanics is 
toward narrower and lighter hand saws 
(known as light weight or ship pattern 
saws), there is always a demand for regu- 
lar patterns. 

“The new line of Disston hand saws re- 
tains all the well-known regular patterns, 
D-8, D-7, D-115, D-12, D-112, D-17, D-16 
and D-120. These numbers,.however, have 
been made slightly narrower and _ lighter 
and improved in design and finish. 

“There are many classes of work in 
which the regular pattern saws are pre 
ferred to the newer light weight models, 
and it is the policy of Henry Disston & 
Sons, Inc., always to give the user the 
style of saw that he prefers. In the new 
Disston line there are saws in both regu- 
lar and light weight patterns to meet 
the needs of every retailer and every 
mechanic.” 


Congoleum Opportunity Week 
to Be a National Event 


The week of Oct. Ist to 6th promises 
some really live activity in the floor-cover- 
ing business for during that week thou- 
sands of stores throughout the country will 
cooperate in a sales drive on Congoleum 
Gold-Seal Rugs and Floor-Coverings. 

Congoleum-Nairn, Inc., Kearny, N. J. 
have planned a most comprehensive mer- 
chandising campaign, details of which have 
been mailed to thousands of floor-covering 
merchants. 

A special newspaper campaign will ap- 
pear in over 441 leading newspapers aggre- 
gating over 42,500,000 big page advertise- 
ments. In all advertisements the names 
of local dealers will appear along with 
the special sale prices. Several maga- 
zines will also carry Congoleum adver- 
tising. 

Special Opportunity week display mate- 
rial, newspaper cuts, etc., have been pro- 
vided by the manufacturer. 
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Manhattan Dealers Discuss Co- 
operative Advertising 


Advertising was the principal subject for 
discussion at the August meeting of the 
Manhattan & Bronx Hardware & Supply 
Association, held in the Prince George 
Hotel, New York City, on Tuesday eve- 
ning, Aug. 21, 1928. He introduced 
Messrs. Dillon & Renick, of the adver- 
tising department of the New York 
American. 

Mr. Dillon related his experiences in 
planning co-operative newspaper advertis- 
ing campaigns for various classes of retail 
dealers in several cities. He told of the 
successful campaigns sponsored by hard- 
ware associations and of the benefits de- 
rived in each case. 

W. L. Redding, Jr., Harpware Ace, 
emphasized several advantagesous features 
of co-operative advertising, including the 
value of having a distinguishing emblem 


used in the advertising. 

J. Munro, Jr., of the Nat-O-Lite Co., 
New York City, spoke briefly on the 
features of a sign which his company man- 
ufactures. This is a non-electric sign 
which can be attached to the top of a 
delivery truck or suspended in front of a 
store. 

F, D. Lockwood, of the New York 
Credit Exchange, told of the quick tele- 
phone service which his organization pro- 
vides dealers who desire credit informa- 
tion regarding persons or companies in 
Greater New York. 


The Bronson & Townsend Co. 
Issues August “Spokesman” 


The August issue of Our Spokesman, 
the interesting monthly publication of The 
Bronson & Townsend Co., New Haven, 
Conn., has recently come from the press. 

In this month’s issue are several valu- 
able articles of interest to retail dealers 
as well as the most recent of price changes. 


Pittsburgh Hardware Dealers 
to Be Dover Mfg. Co. Guests 


About 4000 invitations have been sent to 
the hardware dealers of the Pittsburgh, 
Pa., territory by the Dover Mfg. Co., 
Dover, Ohio, asking them to be the com- 
pany’s guests at a dinner at McCreery’s 
Dining Room, Oliver Ave. and Wood St., 
Pittsburgh, on Wednesday evening, Sept 12. 

This gathering will inaugurate the open- 
ing of the fall activities of the Pittsburgh 
Retail Hardware Dealers Association, and 
it is expected to be one of the largest at- 
tended meetings in the history of the asso- 
ciation. All members of the association 
have been invited to bring along members 
of their sales organizations. 

Invitations have also been sent to job- 
bers and their salesmen. The Dover com- 
pany is sponsoring meetings of this kind 
M various sections of the country as part 








of a sale promotion effort for Dover prod- | 


ucts. It is also the company’s desire to 
inculcate the idea that the hardware store 
is an excellent place to sell electrical 
household goods. 


Three Edge Tool Firms Merge, | 


Form Simonds-Worden-White 
Co. 


It has recently been announced that the 
A. A. Simonds-Dayton Co., Dayton, Ohio, 
has merged with the L. & R. J. White Co., 
Buffalo, N. Y., and the Worden Tool Co. 
of Cleveland, Ohio, forming the Simonds- 
Worden-White Co., with headquarters in 
Dayton. The three firms manufacture 
machine knives and edge tools. 

The officers of the new organization are 


H. R. Simonds, president and treasurer ; 

; ‘ : | Walter 
in the store windows of the advertisers | 
to tie-up with the emblem which would be | 


S. Walls, first vice-president ; 
Frank R. Henry, second vice-president, 
and Willis Bonesteel has been made chair- 
man of the board of directors. 

The three companies are among the old- 
est of their kind in the country. The 
White company was formed in 1837, the 
Simonds Co. in 1873 and the Worden Co. 
in 1884. 


Sargent & Co., Appoints 


| E. Ludwick, Succeeding C. Kunz 


Sargent & Company of New Haven, 
Conn., announce that Earl Ludwick has 


been appointed to the territory of Louisi- 


ana, Mississippi, Alabama, northwestern 
Florida formerly covered by Conrad 
Kunz, who has resigned his position with 
the company. 

W. C. Sullivan will continue as district 
manager in the Southern territory affected 
by this change. 


F. W. Schrieber Joins Standard 
Electric Store Co. 


F. W. Schreiber has become associated 
with The Standard Electric Stove Co. of 
Toledo, Ohio, manufacturers of Standard 
electric ranges, water heaters, griddles, 
hot-plates, ovens, etc. 

Mr. Schreiber will cover lower Michi- 
gan and northern Indiana, calling on all 
Standard distributors and dealers. He 
was formerly sales manager of the Toledo 


Rubber Co. 


Geneva Mfg. Co. Purchases 
Birchcraft, Inc., Waukesha, Wis. 


Announcement is made by the Geneva 
Manufacturing Co., Geneva, IIl., makers 
of undecorated furniture, that it has pur- 
chased Birchcraft, Inc., Waukesha, Wis. 
The entire equipment of special tools of 
the latter company will be moved to the 
Illinois plant and the manufacture of the 
Birchcraft line continued. 
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Rubber Institute, Inc., Issues 
Important Tire Warranty 


| The newly formed Rubber Institute, Inc., 
| whose membership includes forty-four 
; manufacturers of automobile tires, repre- 
senting an estimated 80 per cent of the 
rubber in industry of the United States, has 
announced a revised warranty on pneu- 
| matic tires, amounting practically to a per- 

petual guarantee against defects. This ap- 
| plies to tires now in service and in dealers’ 
| stocks as well as to future deliveries. 

General Lincoln C. Andrews is the 
director-general of the Rubber Institute. 
Inc., whose offices are at 1776 Broadway, 
New York City. Representing a yearly 
business of one billion dollars, the Insti- 
tute is financed by the assessment of one- 
| fiftieth of 1 per cent of the gross dollar 
sales of its membership during the pre- 
ceding year. 

At a recent meeting of the Institute 
plans were drawn and more than $400,000 
was appropriated for a nation-wide, edu- 
cational campaign to put this revised war- 
ranty before the public. 

This warranty has been adopted by the 
members of The Rubber Institute, Inc., 
effective Aug. 16, 1928. “Every pneu- 
matic tire of our manufacture bearing our 
name and serial number is warranted by 
us against defects in material and work- 
manship during the life of the tire, to the 
extent that if any tire fails because of such 
defect, we will either repair the tire or 
make a reasonable allowance on the pur- 
chase of a new tire.” 

The purpose of the warranty is to pro- 
vide a basis for handling all claims in a 
manner that is fair to the consumer. It 
is not intended to go beyond that point 
and use the warranty as an offensive sales 
weapon by making replacements on non- 
defective or worn out tires. Defective 
tires only are subject to adjustment con- 
sideration and the members of the Insti- 
tute have pledged themselves to repair or 
make a reasonable allowance on the pur- 
chase of a neav tire. 

Extensive newspaper and magazine ad- 
“ertising space is being used to educate 
he public to the advantages of this new 
plan. More than 95 per cent of the tire 
manufacturing companies, in the United 
States are signed the 
adoption. 


reported to have 


The Lenk Mfg. Co. Purchases 
Arcade Mfg. Co., Boston, Mass. 


The Lenk Mfg. Co., Newton Lower 
Falls, Mass., has acquired the business of 
the Arcade Mfg. Co. of Mass., 
makers of sectional BX switch boxes, junc- 
tion box covers, ground clamps, etc. The 
Lenk Mfg. Co. has recently purchased and 
now occupy its new spacious plant at New- 
ton Lower Falls (Boston district), where 
it manufactures a complete line of blow 
torches. The business of the Arcade Mfg. 
Co. will be transferred to the new. plant 
and will be known as the Electrical Fit- 
tings Division of the Lenk Mfg. Co. 


3oston, 
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General Market News 


Activity Continues in Hardware 


Trade—Fall Trade Outlook Is Good 


New YorkK, Aug. 29.—The activity that has characterized the 
hardware trade during the past several weeks is still evident, accord- 
ing to reports from important market centers. The approach of the 
fall season is beginning to quicken the sale of general lines, although 
the present general disposition is toward small but frequent orders. 
The total volume averages well, however. 

Prices again show a few downward revisions but they are in the 
main steady and firm. Collections are reported fair and improve- 


ment is noted in some sections. 


Marketing of crops will, it is 


expected, have a good effect upon collections and consumer buying 


in general. 


Commodity Prices Higher, 
Eight Showing Increases 


Prices of commodities during the 
week ended Aug. 18 advanced seven- 
tenths of 1 per cent, according to the 
wholesale price index of the National 
Fertilizer Association. This is a re- 
versal of form from the decline uf the 
previous five weeks. Of the fourteen 
groups, eight showed advances, one a 
decline and five remained unchanged. 
The largest advances were 1.8 per cent 
in cereals, feeds and live stock, 1.3 per 
cent in the fuel group, 1.2 per cent in 
fats, five-tenths of 1 per cent in foods 
and five-tenths in textiles. 


Last Week’s Price Average 
100.1 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Univer- 
sity announced Aug. 19 that the previ- 
ous week’s wholesale commodity prices, 
based on Dun’s quotations, averaged 
100.1 per cent. The purchasing power 
of the dollar was 99.9c on a 1926 basis 
of 100c. 

Crump’s index for the week on the 
revised 1926 level was 93.6. 

The Italian index on the revised 1926 
level for the week ended Aug. 11 was 
74.1. 


Bank Debits Show Decline 
of 2.1 Per Cent for Week 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board 
by banks in leading cities for the week 
ended Aug. 15, aggregated $13,355,- 
255,000, or 2.1 per cent below the total 
of $13,646,248,000 reported for the pre- 
ceding week, and .4 per cent above the 
total for the week ended Aug. 17, 1927. 








Aggregate debits for 141 centers for 
which figures have been published 
weekly since Jan., 1919, amounted to 
$12,607,022,000, as compared with $12,- 
889,632,000 for the preceding week and 
$12,522,620,000 for the week ended 
Aug. 17 1927. 


Slight Drop Is Reported for 
Freight Car Loadings 


| with $313,666,388 in July, 1927, and 
| $368,460,737 in June this year. 

| While the loss in July from June this 
| year was about 8 per cent, the decrease 
is not particularly significant, because 
| practically all of the plans for one and 
two family houses which are to be 
erected during the summer are filed 
in May or June. The volume of per- 
mits filed in July and August, as a rule, 
tends to show the trend of fall building 
in the larger cities. For that reason 
the substantial volume of permits filed 
this July would point to a continuation 
of construction activities during the 
first part of the approaching fall sea- 
son in the centers of population. 

The twenty-five leading cities of the 
country, rated according to volume of 
permits, showed an increase of 22 per 
cent in July, compared with July last 
year, and only a slight decrease from 
July, 1926. The figures for the twenty- 
five leading cities in July this year 
were $203,867,478, compared with 
$167,393,603 in July last year and 
$208,666,036 for July, 1926. In June 
this year these same cities showed a 
total of $223,471,641. 

New York City showed a July gain 
of 45 per cent over July, 1927. Most 
of the increase was in the Borough of 
Manhattan and was due to the filing 
of plans in July for several monu- 
mental structures. Chicago, Philadel- 








Loading of revenue freight for the 
week ended on Aug. 11 totaled 1,044,442 
cars, the car service division of the 
American Railway Association an- 
nounced Aug. 21. 

This was a decrease of 4,180 cars 
under the preceding week, due princi- 
pally to a reduction in, the loading of 
miscellaneous freight. Decreases were 
also reported in the loading of forest 
products, ore and merchandise less 
than carload lot freight, while grain 
and grain products, live stock, coal and 
coke showed increases. 

The total for the week of Aug. 11 
was a decrease of 5,197 cars below the | 
same week in 1927. 


Building Permits Show Gain 
of 8 Per Cent for July 


Building permits in 580 comparable 
cities and towns reporting to the Na- | 
tional Monthly Building Survey of S. | 
W. Straus & Co., for July this year, | 
showed a gain of 8 per cent over July | 
last year. The first month of the sec- 
ond half of the year indicated that the 
building industry generally is on a sub- 
stantial basis. These 580 cities and 
towns represent approximately 80 per | 
cent of the population of the country. | 
In July the total value of their build- | 
ing permits was $338,819,896, compared | 


| 


phia and Detroit were the next rank- 
ing cities, and Los Angeles continued 
to hold fifth place. St. Louis, which 
was in twelfth position at the close of 
the first half of the year, moved up 
into sixth place. Some of the other 
cities in this group which showed sub- 
stantial gains over July last year were: 
Washington, Cincinnati, Minneapolis, 
Portland, Ore., Indianapolis, Seattle, 
Mount Vernon and Birmingham. 

The building material markets con- 
tinued active during the entire month 
of July. While prices did not change 
sufficiently to influence the building 


| cost index, they showed a slight up- 
| ward tendency. 


Labor conditions continued much the 
same as at the opening of the summer. 
As far as the building industry was 
concerned, there was no marked dis- 
turbance between contractors and 
craftsmen; wage scales were practi- 
cally stationary inJuly. Of importance 
now, however, is the relation between 
labor and the major political parties. 
Both major parties have expressed 
themselves friendly to labor; this is 
particularly noticeable in both Demo- 
cratic and Republican party promises to 
maintain present restrictions against 
immigration but both parties empha- 
size the humanitarian necessity of 
preventing separation of families be- 
cause of immigration regulations. 
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Some Futures Very Active—in N. Y. 
Seasonal Goods Have Good Demand 


New YoRK, Aug. 28.—Business 


market is being maintained at a fairly good level. 
gate a fair volume with few price changes being noted. 


in the local wholesale hardware 
Orders aggre- 
Current 


business is largely for staple lines with certain futures such as 
shovels and weatherstrip particularly good, though the general line 


of fall futures has only been fair. 


Preserving equipment, fruit presses and kindred merchandise is 


very active. 


Building supplies and the necessary hardware is very 


active with building permits showing a reported increase in many 


parts of this territory. 


Collections are slightly improved, though there is still some com- 
plaint being heard about slow-paying accounts. 

With vacations fairly well completed next week local jobbers are 
expected to resume a so-called normalcy in operation. 


BATTERIES.—Political activities via | 
the radio has probably been helping the | 
sale of radio batteries. Current busi- | 
ness is pretty good. Prices are the | 
same and stocks are satisfactory. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Dry cells, No. 6, ignition 
32%c.; No. 7111, same type, 
each, 

Hercules, No. 6, 
each in lots of 50. 

B batteries, No. 767, 
units of 5, $1.92 each; No. 772 (ver- 
tical type), $2.06 each; in units of- 5, 
$1.92 each; heavy duty vertical type, 
No. 770, $3 each; in units of 5, $2.80 
each. weer: No. 486, $3.20 each; 
units of 5, $2.97; New Layerbilt, No. 
pens $2.22 "each, in units of 5, $2.97 
ach, 

BOLTS AND NUTS.—Moderate de- 
mand with prices the same. Stocks 
are satisfactory. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Carriage bolts, 55 off list. © 
lots bolts, 60 per cent off list. 

Stove bolts, 80° Per cent off list. 

Machine bolts, % by 6 and smaller 
50 and 10 off list; larger to 1 by 30, 
50 per cent off list; 14% to 14, 30 off 
ist. 


oie 
354ee 


ignition type, 23c. 


$2.06 each; in 


ase 


55 off list. Case lots 
Step bolts, 


Coach screws, 
bolts, 60 per cent off list. 
00 per cent off list. 

BUTTS. — Business is fairly good. 
Stocks are considered satisfactory. 
Jobbers quote 3% by 3% steel butts 
at 19 cents per pair in less than case 
lots and in case lots the price is 18% 
cents per pair. 

CARPET SWEEPERS. — Steady sale 
with prices the same. Stocks are ade- 
quate. 

JOBBERS’ rg agg eee TO RE- 
TAILERS, F.0.B. NEW YORK: 

Carpet Sweepers, Standard, $3 each: 
Universal japanned, $3.50 each. Uni- 
versal, nickel plated, $3.83 each; 
Grand Rapids, japanned, $3.67 each; 
Grand Rapids, nickel plated, $4 each; 

‘lite, $5 each; Princess, $4.17 each; 
and American Queen, $4.50 each; 
Sterling, $2.10 each. 

CLOCKS. — Fair demand reported. 
pe are the same. Stocks are am- 
ple. 





JOBBERS’ QUOTATIONS xe. RE- 
TAILERS, F.O.B. NEW yo 


Alarm clocks, Big Ben, pA +n 


and Baby 
respective 
lumi- 
$1.76; 
$1.40; 
$2.10; 


Baby Ben 
take same 
$1.76; same, 


luminous, $3.16; 
Ben luminous 
prices; a “4 Hur, 
nous, "3 

Blue 
Blue 
Sleepmeter, 
American, 

Auto clocks, 
same, luminous, $2.46. 

Baby Ben De Luxe color assort- 
ment of three clocks, one each. Rose, 
Blue and Green at $7.92. Display 
stand included with each assortment. 


CLOTHES DRYERS.—Has been very 
active. Prices are firm. Stocks have 
been adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Outdoors clothes dryers, $10 each. 

Second grade, $7.25 e alk, Prices 
are net. 


FRUIT PRESSES.—Sale 
fair but should show 
soon. Prices are the 
are in good condition. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 
Fruit presses, plain hinge d stub, 
O, $6.00; No. 21, $7.50; 2 
No. 22% $10.50; No. 23, $ 
No. 24, *$18.00. Prices are 
Sage type fruit presses, No. 5A, 
.50; No. 5, $13.50; No. 3A, $18.75: 
3. $24.00; No. 2B, $27.75, and No. 
33.75. Prices are each. 
, fruit presses for home use, 3 
$3.60; 6 qt., $4.50; 12 qt., $6.20 
Prices are each. 
Vruit crushers, No. 14, pine type, 
$5.25; No. 11, wheel crusher, $7.13; N 
8, wheel crusher, $9.00; No. 30, nity. 
plain crusher, $6.25; 'No. 20, galv. 
erusher, $10.00, and No. 25, wheel 
fruit crusher, $11.2 5. Prices are each. 


FLASHLIGHT UNIT CELLS. — Job- 
bers report that, effective Aug. 21, new 
prices on Eveready flashlight unit cells 
were issued showing reductions on sev- 
eral numbers. New prices to dealers 
are shown here. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Eveready Flashlight unit cells, 
No. 703, 1914c.; No. 7 3c.: No. 710, 
68c.; No. 734, 40c.: N 50, 13c.; No. 
751, 19%c.;: No. 950, : No. 935, 
6%c.; No. 409, 32%c.; N 705, 19146c.; 
No. 790, 13c.; No. 791, 13c.; No. 700 
13c. Prices are each and net. 


FANS, ELECTRIC.—Though this line 


Bir ‘d, 
Bird, $1.22; 
luminous 

$1.05. 
Westclox, 


luminous dial, 
; Sleepmeter, 
dial, 


plain, $1.76; 


hasbeen 
improvement 
same. Stocks 


No. 


, 


is usually finished by this time there | tained in this market 


| PRESERVING 








| continues to be a spotted, yet interest- 


ing amount of business in fans. Prices 
are unchanged. Stocks of course are 
restricted,to certain numbers and sizes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Electric fans, 8 inch size, non-os- 
cillating, A.C $5.60 to $6.00; same 
universal, $5.60; same, 10 inch size, 
for A.C., $8.00 to $8.60 
Oscillating fans, 10 inch size, 
$12.40; for universal, $14.40; 
ing fans, 12 inch, A.C., or 
$24.00; same, 16 inch, $28.00. 
are each for 1 to 9 fans 
Competitive grade clectric 
inch, $3.15 each; lots of 10 in 
$3.00 each; same, 9 inch, $3.85 
and in lots of six to a case 
each; same 10 inch, $4.90 each, 
in lots of six to a case, $4.67 
These are all non-oscillating 
Same grade, 10 inch oscillating 
each, and in lots of six to a 
$6.67 each. 


_ ae 
illat- 
te eee 
Prices 


fans, $8 
a Case 
‘ ach, 
$3.67 

and 
each. 
fans. 
$7.00 


case, 


EQUIPMENT. — Has 
been pretty good. Increased business 
is expected this week. Prices appear 
to be well maintained in this territory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Preserving equipment, Capper No. 
100, $8.34 per doz.; Capper No. 1008, 
$9.17 per doz.; Capper No. 1018S, $10 
per doz.; Capper No. 200, $0.80 per 
doz.; Capper No. 222 > per doz.; 
strainer set No 
strainer stand, 
strainer bag, 
filter bag, No. 308, * doz.: filter 
bag, No. 304, $4.22 per doz.; filter bag, 
No. 305, $6 per doz.; syphon filter, 
No. 400, $8 per doz.: filter disc, No. 
401, $1.20 per doz.; hose guide, No. 
102, $0.60 per doz, 


NAILS. — Normal demand reported. 
Prices are firm. Stocks appear ample. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Common wire nails, bright, 4d, 
$4.25 per keg; 6d, $4 per keg; 8d, 
$3.85 per 10d, $3.75 per keg. 
Common wire nails, galvanized, 4d, 
$6.75 per keg; 6d, $6.50 per keg; 8d, 
$6.35 per*keg, and 10d, $6.25 per keg. 

Wire box nails, smooth, 4d, $4.45 
per keg: 6d, $4.10 per keg, and 8d, 
$3.95 per keg Wire finishing nails 
bright, 4d, $4.95 per keg; 6d, $4.35 
per keg; 8d, $4.10 per keg, and 10d, 
$4 per keg. Wire finishing nails, gal- 
vanized, 4d, $7.45 per keg; 6d, $6.85 
per keg; 8d, $6.60 per keg, and 10d, 
$6.50 per keg, 


ROLLER SKATES.—Demand is fair. 
Prices are the same. Stocks are ade- 
quate. 
JOBBERS’ QUOTATIONS TO 
TAILERS, F.0O.B. NEW YORK: 
Roller skates, extension web 
and toe straps, plain steel rolls, 
per pair; same with toe clamps and 
web heel, 78c. per pair; same for 
boys, with self-contained ball bear- 
ing wheels, $1.42 per pair; for girls, 
$1.62 per pair. 
Roller skates 
2%c. each; skate 
contained ball 
ball bearings, 
each; cotter 
nuts, $1 per 
*. per 100; 
* per 100; 
65c. per 100, 
per pair. 
Chieftain line, No. 400, for either 
boys or girls, self-contained ballbear- 
ings, $1.45 per pair. 


SASH CORD.—Prices 


per doz.; 
per doz.; 
per doz.; 


keg; 


RE- 


heel 
72¢. 


accessories: Keys, 
wheels, with self- 
bearings, 10c. each; 
15c. per 100; axles, 3c. 
pins, 15c. per 100; axle 
190; axle nut washers, 
adjustment binding bolt, 
adjustment binding bolt 
and toe clamps, 12e. 


are being main- 
according to re- 




















ports. Stocks are in good condition. 


Demand is fairly good. 


JOBBERS’ pls gee TO RE- 
TAILERS, F.O.B. NE YORK: 
Sash cord, Samson "mest No. 8, 
6714¢.; Aetna No. 8, 33%c.; Phoenix 
No. 8, 41c.;: Sachem, No. 8, 38c. 
No. 7 is ic. higher and No. 6 is 3c. 
higher on all brands. 


SCREWS.—Sale is steady though noi 
Stocks are in good condition. 


heavy. 


Prices are steady. 
JOBBERS’ ag eee i. RE- 
TAILERS, F.0O.B. NEW YOR 
Wood screws, flat head, Mirae iron; 
50-10-10; round head, blue, 45-10-10: 
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round head, iron, nickel plated, 27'- 
10-10; flat he ad, galvanized, 20-10-10; 
flat he ad, brass, 45-10-10; round head, 
brass, 40-10-10. These discounts ap- 
ply to new standard screw lists. 
Machine screws, flat and round 
head, brass and iron, 70 per cent 
off list. 
SPARKLET SYPHONS.—Fair demand 
with prices the same. Stocks are ade- 
quate. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
5 “re syphons, No. 41, $4.25 each; 
in Pts of six or more, $4 each. Spark- 
lers, 9 7/12c. each, packed in cartons 
of one doz. Sparklet syrups, 50c. per 
pt. bottle. 














—..., 











Extra parts, pin washers, 15c. each: 
piercing pins, 15c. each; tubes and 
washers, 50c. each; tube washers, 
15c. each; head, complete, $2 each, 
and Sparker holders, 50c. each. 


TIRES AND TUBES.—Fair demand 
reported. Prices are the same. Stocks 
are satisfactory. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. NEW YORK: 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Po $5.45; heavy 
duty oversize, $7.2 32 x 4 Liberty, 
$10.20; heavy duty, 512. 10; tires, 29 x 
4.40, $8.00; 32 x 6.20, heavy duty, 
$17. 40; tubes, 30 x 3%, $1.40; balloon 
tire tubes, gray, 29 x 4.40, $1.65; 32 x 
6.20, $3.00. 








Atlanta Reports Fairly Active Trade 
Crop Outlook Good Prices Steady 


(Atlanta Office of HARDWARE AGE) 


ATLANTA, GA., Aug. 22.—Business with Atlanta hardware jobbers 


continues to be fairly active. 


Wire fence, lawn mowers, cutlery, 


builders’ hardware and paints are moving in very satisfactory vol- 
ume. Weather conditions are favorable in most sections of this 
territory, although too much rain is reported in some sections. The 
agricultural outlook is very promising with excellent prospects for 


good yields. 
reported fair, 


Prices remain steady and collections at this time are 





AUTOMOBILE 


firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Mansfield Balloon Tires.—29 x 4.40- 
21 in., $8; 29 x 4.75-20 in., $10.05; 30 
x 5.25-20 in., $12.50; 31 x 5.25-21 in., 
$12.90; 31 x 6.00-19 in., $17.10; 32 x 
6.00-20 in., $17.40. 

Mansfield High Pressure Tires.—30 
x 3% Cl, $5.45; 30 x 3% extra size, 
$7.25; 30 x 3% S.S., $9.10. 

The above carry a 5 per cent dis- 
count. 

Weed and Rid-O-Skid tire chains 
are quoted at list less 30 per cent in 
quantities of less than 12 pairs. Less 
35 per cent in quantities of 12 to 49 
pairs. Less 40 per cent in quantities 
of 50 pairs or more. 

Champion Spark Plugs.—No. X, 45c. 
each; No. 5, 53c. each; No. 6, 53c. 
each. 

Springfield Automobile Pumps.—No. 
1, $1.35 each; No. 5, $1.50 each. 

Automobile Jacks.—No. 610 Walker, 
7c. each; No. 600 Walker, 90c. each; 
No. 1 Walker, $2.10 each; No. 515 
Walker, $2.40 each. 

Klaxon Automobile Horns.-—-No. 3 
hand, $4 each list; No, 11 battery, $4 
each list; No. 8 battery, $3.50 each 
list; No. 12 battery, $5 each list: No. 
15 battery, $6.75 each list. Klaxon 
horns less 35 per cent; in lots of 12 
less 40 per cent. 


AXES.—Orders for immediate ship- 
ment are scattering, but good bookings 
are reported for fall shipment. Job- 
bers’ stocks are broken, but prices are 
firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Single bit, first quality, unhandled, 
$14.75 per doz.; first quality, handled, 
$19.25 per doz.; single bit, second 
quality, unhandled, $13.50 per doz.; 
single bit, second quality, handled, 
$17 base. 


BATTERIES.—The demand is light. 
Stocks are complete, with no indication 
of price change. 


A CC ESSORIES.— 
There is a good demand for accessories. 
Jobbers’ stocks are complete and prices 








JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 
Broken Full 

Packages Packages 
$2. $2.33 


Oe; ED vosssodeseceeee 53 

MR MED. dic0cseekseeoese 3.58 

SME c¢5050ssepenonne 2.06 1.92 
DED cckeseuasscteewk 3.00 2.80 
SSD basdcwesuséd aoe 1.32 1.14 
| ree or 42 39 
Per 1.05 97 
RFMD. esi vceessadsoens 1.40 1.30 
i EEE cosesseneeesaaae 1.40 1.30 
DER ONE santisdes bevane 2.06 1.92 


No. 6 telephone type, $30 per 100; 
No. 6 ignition type, $32.50 per 100. 

Flashlight Batteries.—No. 935, $9.25 
per 100; No. 950. $9.25 per 100; No. 
790, $18. 50 per 100; No. 705, $27. 50 per 
100; No. 750, $18. 50 snd 100; No. 761, 
$25 per 100. 

Multiple ‘Hot Shot’ Batteries.—No. 
1461, 4 cell, $1.67 each; No. 1661, 6 
cell,’ $2.37 each. 


BOLTS, NUTS AND RIVETS.—Orders 
are increasing, with stocks well as- 
sorted and prices are the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Carriage and machine bolts are list 
less 60 per cent, Nuts list less 60 
per cent. Stove bolts less 75 per 
cent. Tire bolts less 50 per cent. Lag 
bolts 60 per cent. Rivets, large, $4 
base per 100 Ib. Small wagon rivets 
at 60 per cent. 


BUILDERS’ HARDWARE.—Business 
is good. Stocks are complete and 


prices are very firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILSRS, F.O.B. ATLANTA, GA.: 
Ball tip plated steel butts, dull 
brass or old copper plated, in less 
than case lots, 3 x 3, $20 per 100 pair; 
3% x 3%, $21 per 100 pair; 4 x 4, $28 
per 100 pair. Plain Steel Butts with 
loose pins, size 2 x 2, $1.05 per doz. 
pair; 2% x 2%, $1.20 per doz. pair; 
3 x 3, $1.30 per doz. pair; 3% x 3%, 
$1.65 per doz. pair; 4 x 4, $2.30 per 
doz. pair; 4% x 4%, $3 per doz. pair. 
Hinges, heavy strap, size 4 in., 95c. 
per doz. pair; 5 in., $1.25; 6 in., $1.50; 
8 in., $2.50; 10 in., $4.30; 12 in., $6.85 
per doz. pair. Heavy tee hinges, 6 
in., $1.40 per doz. pair; 8 in.. $2. Ex- 
He peers tee hinges, 8 in., $3; 10 in., 
4.75. 





CLIPPERS.—Toilet clippers are in 
good demand. Stocks are complete 
and prices firm. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. ATLANTA, GA.: 

No. 1 Stewart horse clippers, $14 
each, less 334%, with repairs at the 
same discount. Brown & Sharpe, 
bressant and narrow blade, $4.50 per 
pair less 25-10; American Gentleman, 
$3 less 33%. 


COTTON COLLARS.—Good bookings 
are reported for future shipment. 


JOBBERS’ yee ae TO RE.- 
TAILERS, F.O.B ANTA, GA.: 

Old Beck cotton pol eg $7.00 per 
dozen; Lankford Junior cotton col- 
lars $9.00; Lankford, $10.50. 


CUTLERY.—The present demand is 
good. Salesmen are booking orders for 
both prompt and future shipment on 
pocket, kitchen and table cutlery, 
razors, shears and scissors. Prices 
remain firm. 


COOLERS.—Business continues good; 
stocks are full and prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Galvanized Lined Water Coolers, 2 
gallon, $2 each; 3 gallon, $2.15 each; 
4 gallon, $2.35 each; 6 gallon, $3.10 
each; 8 gallon, $4 each; 10 gallon, 
$5.25 each. 

Twentieth Century Water Coolers 
complete with stand and bottle, green 
or mahogany color, $14 each; white, 
$14.50 each. 


FILES.—Orders are fair, stocks full, 
with no indication of price change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Black Diamond or Nicholson at 
list, less 50 per cent. ‘Other brands 
as low as list, less 70 per cent. 


FREEZERS, ICE CREAM.—Season is 
getting late, although business con- 
tinues good and many orders are yet 
being filled. Stocks are complete and 
prices firm. 


JOBBERS’ rr ewer: TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
White Mountain Freezers.—1 at. 
$4.80 list; 2 qt., = 60 list; 3 qt., $6.75 
list; 4 qt., $8.25 list; 6 qt., $10.45 list; 
8 qt., $13.40 list; 10 at., $17.90 list; 
12 qt., $21.50 list; 15 qt., $25.60 list; 
20 qt., $33.20 list; 25 qt., $42.60 list. - 
Arstic Freezers.—1 at., $4 list; ¢ 
$4.60 list; 3 qt., $5. 45 list; 4 at. 
35.30 list; 6 at., $3. 60 list; 8 qt., $11. 
st. 


The above list prices are less 50 
per cent discount. 

Alaska Freezers.—1 qt., $2.95 list: 
2 qt., $3.45 list; 3 qt., $4.10 list; 4 at. 
$5 list; 6 qt., $6.30 list; 8 qt., $3.20 
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list; 10 qt., $10.75 list; 12 qt., $14 list; Hose reels, $3.35 up; hose couplings, ine i ocks are full an ices 

15 qt., $17 list; 20 qt., $21.50 list. % to \% in., $1.25 doz.; clinch coup- | —— ae are full and me 
Alaska freezers take discount of 20 lings, $1.75 per doz.; galvanized hose firm. 

per cent and 10 per cent. clamps, % to % in., 25c. per doz. JOBBERS’ QUOTATIONS TO RE- 
Frost King Freezers.—1 qt., $2.10; 2 Hose washers, 60c. per Ib. TAILERS, F.0.B. ATLANTA, GA.: 

qt., $2.50; 3 qt., $3.00; 4 qt., $3.60; 6 Galvanized sprinkling cans, qt., “Simonds”’ cross cut saws.—No. 13, 

qt., $4.60; 8 at, $5.80; 10 at., $7.75; $6.50 per doz.; 6 qt., $7 per doz.; 8 5% ft., $6; No. 13, 6 ft., $7; No. 324 

12 qt., $8.75. qt., $8 per doz.; 10 at., $9 per doz.; BY 4 s 324, 6 ft., : 


12 qt., $10.75 per doz. 
GALVANIZED WARE.—Business is +20, ena aig 
good; jobbers’ stocks are complete, with 
no indication of price change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Water Pails.—8 qt., $2 per doz.; 10 
qt., $2.20 per doz.; 12 qt., $2.60 per _ $3.15 per keg, base ) } D 
doz.; 14 qt., $2.85 per doz. inch polished staples, $4.25 per keg: it. ; N - Oy 
Wash Tubs.—No. 0, $5.15 per doz.; % inch galvanized staples, 6.50 per 5 : a. 
No. 1, $6.35 per doz. ; No. 2, $7.15 per keg. 
doz.; No. 3, $8.50 per doz. T 
Light Well Buckets.—10 aqt., $4.50 POULTRY NETTING AND _ SUP- at 
hg meavy well buckets, 10 at., PLIES.—Business is still good; stocks No. 12, 6 ft, $7: No. 8, 5 
5.50 per doz. a * : ait: *: j 
_ Oil Cans.—i gallon, $3.60 per doz.; well assorted; no price change. STOVES, OIL COOK—The demand is 
“eee , 
cag ae = 9g TAILERS. F OB ATLANTA, GAT increasing; stocks are full and prices 
sisal sag pn slow, stocks Hexagon and straight line’ netting firm. 
roken, prices very firm. at list as follows, for No. 20 gage: , 
b Pp y galvanized before weaving, 12 x 1, rinune F ee ark eae 
JOBBERS’ QUOTATIONS TO RE- $4.95 per roll; 18 x 1, $7.12 per roll; Tesco Oil Cook Stoves, 2. burner 
TAILERS, F.O.B. ATLANTA, GA.: 24 x 1, $9.08 per roll; 30 x 1, $10.83 Nesco Oil Cook Stoves, 2 } repre 
Scovil Hoes, No. 00, $11.50 per doz. per roll; 36 x 1, $12.38 per roll; 48 x 1, $18.50 each list, 3 perner, oho-5e each 
list; No. 0, $11.75 per doz. list; No. $16.50 per roll; 60 x 1, $20.63 per roll; meee - ogg yer so taeda 
1, $12 per doz. list; No. 2, $13 per doz. 72 x 1, $24.75 per roll; 12 x 2, $2.14 etek oad alo: 
list; No. 3, $14 per doz. list. per roli; 18 x 2, $3.08 per roll; 24 x 2, at aoe take S abner, OF akc HAG 
Scovil Hoes less 45 per cent dis- $3.92 per roll; 30 x 2, $4.68 per roll: $5.65 each list; : cg Dg .* opie, 
count. 36 x 2, $5.35 per roll; 48 x 2, $7.13 IB ger Myon - oak, © Senet, 
Handled hoes with 5 foot handles, per roll; 60 x 2, $8.91 per roll; 72 = 2. “el 5 st . 
regular cotton hoes with goose neck $10.69 per roll. The above prices are 1 ge gg eho hides ae 58 pes 
or straight shank, 6% in. blade, $7.95 list and subject to a discount of 60 aad “i naga neg walean 
per doz.; 7 in. blade, $8.25 per doz.; per cent. $1.40 ate i CARES WALID VEINGS; 
7% in. blade, $8.60 per doz.; 8 in. Drinking Founts.—No. 1, $2 per N ane ae and repairs take 30 
binge. $8.90 per doz. doz.; No. 20, $2.75 per doz.; No. 24, er an ane. ee ‘ 
Cotton Choppers hoes with 5 foot $4 per doz.; No. 32, 75c. per doz. J “Perfection.’’—No. 72, 2 burners, 
handles, 8 in. blade, $8.60 per doz.; Feeders.—No. 11, 85c. per doz.; No. $17.50; No. 73, 3 burn ors, $22.50; No 
9 in, blade, $9.50 per doz.; 10 in. 12, $1.65 per doz.; No. 27, $1.65 per 74 <7" GLE, $28 50 ms ai ire 
blade, $10.10 per doz. doz.; No. 28, $2.50 per doz. Perfection deale at liscount, 30 and 
P i Double Feeding Troughs.—No. 58, Fe BS a oye “Gg > = r Tre egee pees 
LADDERS, STEP.—Business is only $2.50 per doz.; No. 59, $3.60 per doz.; Bag on nays sagt tale Sn aaa 
fair, stocks well assorted, prices firm. “ee 34.75, per doz. a “Puritan” (Improved Model).—No. 
JOBBERS’ QUOTATIONS TO RE- doz.; No. 141, $14.50 per doz. 42, 3 burners, $17.50; No. 43, 3 burn- 
TAILERS, F.0.8. ATLANTA, GA:: ers, $22.50; No. 44, 4 burners, $28.50. 
.0.B. ’ es ° ° > ¢ isc 5) » ge a = 
Competition arade, 4 ft. $1 each: REFRIGERATORS.—Business is good a discounts the same as Per 
t., $1.25 each; 6 ft., $1.50 each.; 8 j ; e - . : 
for jobbers and retailers; stocks are WIRE PRODUCTS.—Orders are satis- 


ft., $2 each. ‘ ° : 
: slightly broken, with prices firm. factory, stocks ample, with no change 
LAMPS.—Orders are only fair, stocks JOBBERS’ QUOTATIONS TO RE- ; i y> © pie, 8 
complete and prices firm. TAILERS, F.O.B ANTA, GA.: In prices. 

’ ’ Competitive line “2 pond nat JOBBERS’ QUOTATIONS TO RE- 
(cnn oe arco Gn Top icers, 35 Ib. ice capacity, $9.50 TAILERS, F.0.B. ATLANTA, GA.: 
Coleman No. CQ339, $6.25 . n- each; 55 Ib., $11.50 each; 65 Ib., $13.50 Plain Smooth Wire P Galvanized 

No. L327 lanterns, $5.25: No. L427, each; 95 Ib., $16.50 each. Ge Per 100 Ib. Per 100 Ib. 
$6. Plai 1 1 oavOr ’ 3 door front icers, 40 lb. capacity, $3.50 : 

n glass lamp bowls, in car- $13.75 each; 60 Ib., $17 each; 65 Ib 3.55 
tons of 12, $3.50 per dozen and up. $20.50 each: 95 Ib., $23 each; 125 Ib., 


LANTERNS.—Good bookings are re- $24.50 each: 135 Ib., $27.60 each. 
ported for future delivery. Stocks are | ROPE (COTTON).—A good volume of 


NAILS.—Business is increasing with 
competition keen. Stocks complete and 
pices unsettled. . ., $3.45; No. dy By ‘bi ft., 34°50: No. 


JOBBERS’ QUOTATIONS TO RE- 200, 6 ft., ; 4 
TAILERS, F.0.B. ATLANTA, GA.: “Atkins” cross cut saws. 
is quoted, 1\y% 5 ft., $5.40; No. 5, 5% a 
6% at, 


20 
complete and prices firm. business is being booked for future Bright Nails—$2.15 per kex base,” 


JOBBERS’ QUOTATIONS TO RE- shipment. Prices very firm. point light cattle, $2.50; 2-pint light 


TAILERS, F.O.B. ATLANTA, GA.: JOBBERS’ QUOTATIONS TO RE- ss 15; 4-point heavy cattle, $3.40; 


Monarch, $8.25 per doz.; TAILERS, F.0.B. ATLANTA, GA.: a 
ue 50; No. 210, $7. ieoBR 150, $8.50; Cotton rope is quoted at 28 to 36 Do May - Sais, ed oo te 
% brass fount cents per pound. $7.85; 1446-124. $11. 


and red frame, $18. > od ae a abit. 14 ‘ 

F oOo _ ‘ * ‘ oultry an abbi gage fence 

LAWN GOODS.—Business is good; piece G ae See eee per 10-rod roll, 1635-14, $4.00; 1918-14, 

stocks are complete; no price change stocks are comple e, with no in ication ag . $5.50. "Tr" a 

: of change in price. Lah crt Ray ta ae ae 

expected this season. . 5 a 55¢e. each; a painted, 35c. 

JOBBERS’ QUOTATIONS TO RE- each; “T’ galvanized, 6% ft., 65c. 

TACEE EO ee ne, TE RE- TAILERS, F.0.B. ATLANTA, GA.: each: formed painted, 45c. each: “T" 

et B. ATLANTA, GA.: Screen Doors.—3 x 7, No. 240, $18.50 galvanized, 7% ft., 70c. each; formed 

$7 ye bearing lawn mowers from per doz.; No. 240G14, $20.50 per doz.; painted, 50c. each; “T” galvanized 

bay °51°B0 ub Plain bearing lawn mow- No. 301, $26.75 per doz.; No: 301G14, 8 ft, 75e. each; formed painted, 55c. 

$28.75 per doz. each. 

: Water hose, ¥% in. by 5 ply, 7c. per Serein Windows, Wood Frame.— Wire Screen.— Fair weather, in- 

it; % in. by 5 ply, 8c. per ft.; % in. No. 2437, $5.50 per doz.; No. 3037, creases orders. Prices quoted f.o.b. 
vy 5 ply, 9%c. per ft.; in 25 ft. $6.85 per doz.; No. 3637, $8 per doz. Atlanta. 

eagths, 50 ft. and longer, %c. less. Screen Windows, Metal Frame.— 12-mesh, black. $1.85 per 100 sq. 

ose nozzles are $4 to $6 per doz. No. M2437G14, $9.85 per doz.; No. ft.; 14-mesh. galvanized, $2.60 per 


Rain King Sprinklers, $2.25 each; M2837G14, $10.85 per doz. 100 sq. ft.; 16-mesh, galvanized, $2.90 
per 100 sa. ft.; 16-mesh, bronze, 


Giant King Sprinklers, $7.50 each; : 
Ring Sprinklers, S6c. cach ™ SAWS (CROSS CUT).—The demand is $6.50 per 100 sq. ft. 











Lawson Lok-Jaw Pliers deliver a one-ton grip at the jaws, which 
are designed to fit round, square or hexa- 


erate a oe << ra gon objects. — The adjusting screw also 

2720 East § : aie” ” makes it possible to hold a loose nut while 
20 East 53d St., Cleveland, Ohio. These the screw is being turned with a screw 

pliers have many advantageous features. driver. 

Through the use of an adjusting screw at The jaws are of forged steel and have 

the jaws, the pliers can be locked on any been hardened and tempered. The handles 

object. The compound leverage is said to are of pressed steel with knurled grips. 
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New England Retail Dealers Are Buying 
a Lot of Stuff, but in Small Quantities 


(Boston Office of HARDWARE AGE) 

Boston, Aug. 28.—New England retail dealers are buying a lot 
of merchandise, but in small quantities. In the opinion of the job- 
bers generally, current business is of the healthiest sort. It clearly 
signifies that the retailer is disposing of a wide variety of merchan- 
dise; that his turnover is frequent, and that his business is liquid. 

The character of the good being purchased is quite general, and 
in certain instances involves merchandise which usually is draggy 
at this particular time of the year. Wire cloth is an illustration. 
During the past week there has been a surprisingly good movement 
of it out of jobbers’ stocks, something that usually does not happen 


this late in August. In this case current buying signifies that re-: 


tailers are not overloaded and therefore will not have much, if any, 
carryover. The buying of futures, noted a week ago, proved to be a 
flash in the pan. It is quite evident the average New England re- 
tailer is not ready to commit himself on fall and winter merchan- 
dise. The oldest of the retail hardware firms are meeting their 
obligations promptly or moderately so. The newer ones are still a 
little backward in paying bills. The general credit situation there- 
fore is fair. 


AUTOMOBILE ACCESSORIES.—Ac- per cent discount; in $200 value, 50 
. 5 . per cent discount. 

cessories in general are selling only Tire Chains.—One to nine sets, 30 

fairly well. Tire sales so far this year per cent discount; 10 to 49 sets, 35 

Picietae age setae per cent discount; 50 to 99 sets, 40 

are ahead of those for the correspond- per cent discount; 100 to 149 sets, 


ing time last year. 40 and 5 per cent discount; 250 sets 
- and more, 40 and 10 per cent dis- 


JOBBERS’ QUOTATIONS TO RE- count. ; } : 

TAILERS, F.0.B. BOSTON: Auto Clocks.—Westclox line, plain 

Tires.—Manstield line, _ Clincher, ot $1.50 each net; luminous dial, 
oa oe ° 


heavy duty, 30 
| EMERY CLOTH.—It is evident by the 


straight sides, 30. x 





4, $11.40; 32 x 4, $12.10; 32 x 414, 
5 = 03 30)" orders received by jobbing houses that 


$15.95; 34 x 41 $17.25; 35 x 5, § 
i —Manstie ld line, truck. 8 ply, retail dealers are selling more emery 


20.55 ah Vy $21.30: 34 x 
$20. x 4%, $21.80; 34 x paper than heretofore, and that many 









$22'05; 33° 5, $28.95; 34 x 5, a ‘ 
35 x 5, $31.85: 10 ply, 32 x 6, retailers allowed their stocks to get 
40; 36 x 6, $46.60; 34 x 7, $60.15; . ithi > limi 
3 5.35; 12 ply, 36 x S, $85.35, 40 down to within narrow limits. 
x 8, $91.60. JOBBERS’ QUOTATIONS TO RE- 
Tires. -Mansfield line, balloon, 27 x TAILERS, F.O.B. BOSTON: 
4.40, $7.60 each; 30 x 4.50, $8.90; 29 x Emery Cloth. — Baeder Adamson, 
».75, $10.05; 30 x 4.75, $10.35; 29x 5 00, Crocus, 00 or flour, or 120. 100, $22.50 
$10.40; 30 x 5.00, $10.75; Z x 5, $11.20; | per ream net; ™% or 90. $23.40; 1 or 
30 X 5.25, $12.50; 31 x 5.25, $12.90. Six | 80, $24.57; 114 or 70, $25.73: 2 or 60, 


ply, 29 x 4.40, $9.75; 30 x 4.50, $11.35 $27.38; 2%4 or 54, $29.55; 3, $31.88. 
31 $15 10; 30 x 5.50, $16.45; =! 
‘ 


18.75; 30 x 6, $16.60; 31 x 6.60 FILTERS.—At least one local jobber 









g 
$ ae 6.00, $17.40; 31 x 6. 20) i. Za Pn al le - 
coias? S5 = Sie Gases: ae : 378 | is enjoying a large sale of water 
$22 50. | filters. 

Tubes.—In lots of less than six. | JOBBERS’ QUOTATIONS TO RE- 
Mansfield line, 30 x 3, $1.30 each; 3 TAILERS, F.0O.B. BOSTON 


x 3, $1.40; 31 x 4, $2.10 


33 x 4, $2.20; 34 x 4, $2.35; 32 Filters.—Water, No. 5, $1.20. per 


doz, net. 
FIRE EXTINGUISHERS.—One make 
of fire extinguishers has been reduced 
from $11.50 to $9.60 each. 


JOBBERS'’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 


5.45; 36 x 6, $5.85; 38 x 
loon, less than 12, 27 ; 
eac h: 29 x 4.40, $1.65; 30 x 
in lots of six or less, 28 x 3 
29 x 4.75, $1.90; 30 x 4. 75, $1. 93; 30 x 


4.95, $2.05; 20 x 5.00, $1.95; 31 =. 
$2.05: 30 x 5.25, $2.25; 30 x 5.50, $2.70: Fire Extinguishers.—2', ‘gal. con- 
5.77, $3: 31 x | tainers, $9.60 each net. 


55; 33 x +i "$2.85; 32 x 6.20, $3; 32 


x 6.75, $3.50: 34°x 7.30, $3.85 | FRUIT PICKERS.—Fruit pickers have 
‘Discounts.—An extra 5 per cent | been and are selling in normal quan- 
Soe from the previous prices is tities. Now is the time for the retail 
allowed, . 
Bumpers.—One to 49 count, 40 per dealer to push sales as fruit crops are 
cent discount: 50 to 249 count, 40 and maturing. 


5 per cent discount. | JOBBERS’ QUOTATION R 
Fender Guards.—One to 49 count, | TAILERS. F.O.B. DOeTou, Se tem 


40 per cent discount: 50 to 249 count, Fruit Pickers.—Peerless, No. 299, 


5. 

30 x 5.77, $2. 
5 x 

7 


40 a 
nd 5 per cent discount. without wire-wound socket, $5.50 per 
Horns. —Klaxon, quantities less | doz. net; Perfect, No. 327, $5.50. 


than $50 in list value, 35 per cent dis- 
count; in $50 to $199 value, 40 and 5 | GLUE.—During the past week an un- 


| 
| 
| 


| 
| 
| 


usually large number of retailers 
ordered glue. Jobbers are of the im- 
pression that the dealers suddenly dis- 
covered they were short of stock 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. BOSTON: 

Glue.—Sure Grip, Junior, 80c. per 
doz. net; half pints, $3.60; pints, $4. 
Rogers, ounce tubes, 80c. per doz. 
net; ounce bottles, 80c.; half gills, 
$1.60; gills, $2.40; half pints, $4: pints, 
$6.80; quarts, $12; gallons, $36. La 
Pages, ounce tubes, $19.20 per gross, 
ounce bottles, $19.20 per gross; gills, 
$2.40 per doz.; half pints, $4; pints, 
$6.80; quarts, $12; gallons, $36. 


| HAYING TOOLS.—Even at this be- 


lated period, there continues a dzmand 
for haying tools, especially for scythes 
and rakes. Snaths also are selling. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. BOSTON: 

Rakes.—Wood, two-bow, $6.90 per 
doz. net; steel, two-bow, $7.15. 

Scythes.—28 to 32 in., and 30 to 34 
in., $16 per doz, net; bramble, $16.50; 
brush, $16.50. 

Snaths.—Ash, $14.50 per doz. 
cherry, $16.75; brush, $16. 

Forks.—Three-tine, No. 34, 12 in., 
$10.08 per doz. net: No. 341s ; 12 in., 
$10.44; No. 133%, 13 in., $10.44: No. 
133%, 13 in., $10.80; No. 134, 13 in., 
$10.92; No. 135. 13 in., $11.76; No. 136, 
13 in., $13.92; No. 1231 \e, 14 in., $11.04; 
No. 124. _/* in., $11.52; No. 144%, 14 
in., $11.8 

“Paty “= Neve Red End, $1.10 
per doz. net; Berea, $1. 60; Star, $1.35; 
round English, 12 in., $2.25: Pike 
chocolate. No. 1, $1.70; "Green Moun- 
tain, $10.80 per gross net; Black Dia- 
mond, $17 per gross. Carborundum, 
No. 198, $1.95 ver doz.; Old English 
Carborundum, No. 203, 43c. each. 

Rifles.—No. 2, $1 per doz. net. 


HOUSE TRIMMINGS.—It is evident 
that a lot of houses throughout New 
England are in the last stages of con- 
struction or nearing that stage. Re- 
tailers are securing some good house 
trim orders and in turn are ordering 
goods from the jobbers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Sets.—_Competitive inside latch, $5 
per doz. net; inside lock, $5 in case 
lots; other sets up to $17.20. Front 
door, $1.40 to $6 each net; vestibule 
door, $1.25 to $5.50; front door, $7 
to $14; store door handle, $2.50 to 
$12.50. 


PADLOCKS.—AII kinds and makes of 
padlocks are selling much better thar 
they have in a long time. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Padiocks.—R.F.D., Corbin line, No. 
915%4G, $4.16 per doz. net: No. 
915144GC, $5.16; No. 2832, $4.60; No. 
02827C, $6.20. General usage styles, 
No. 02829D, $6.45 per doz. net; No. 
2880, $17.16: No. 2880C, $18.36; No. 
2953%A, $1.52; No. 09827D, $4.08; No. 
9925EC, $4.22; No. 09855B, $10. 

Yale.—No. 223, 50c. each list; No. 
225, 66c.; discount 30 and 10 per cent. 
Combination adjustable shackle, No 
331, $11.20 per doz. net. 


PICTURE CORD.—There seems to be 


et; 


| a freer movement of picture cord out 


of jobbers’ stock. Individual retail 
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orders are small, but a lot of dealers 
are ordering in stock. 
JOBBERS’ yh Ea TO RE- 
TAILERS, F.0.B. BOS ‘ 
Picture Cord.—W og ~ 25 
spools, tinned, No. 1, $1.25 per 
No. 2, $1.50; No. 3, $2; No. 
A Discount 60 and 10 per cent. 
ilt, No. 11, $3.50 per doz. list; No. 12, 
5; No. 14, $8.25. Discount 60 per 


POTATO HOOKS.—Potato hooks con- 
tinue to sell well, although not in as 
large volume as was the case a month 
or so ago. It has been quite a satis- 
factory season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BO STON 

Potato Hooks.—No. 5, $11. 85 | a Fay 
No. 6, $12.80; No. 5BN, $11. No. 
6BN, $13.05. 


ROPE AND TWINE.—Certain retail | 
dealers show interest in rope and are | 
placing some fairly large orders with 


jobbers. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. BOSTON: 
Rope.—Manila, American, 

base net; competitive, 

241%4c. Sisal, l6c. Hay 
Cotton rope, 42c. 
Lath Yarn.—Sisal, 

».: D200, 16e. 
— - Hemp, in 14-1b. 
Sec. a aH No, 18, 33c.; |] 

he No. 36, 20c.; No. 48. 29¢, 
10 oz. balls, 80. a box. 3ison, 
2 oz. balls, 80c. a box. Marlin, 
‘ in 1-lb. balls, No. 414, 25c.; 
No. 6, 22c.; in 2-lb. balls, No. 8, 20c. 
Yacht Marlin.—Tarred, 48c. per Ib. 


SHOVELS.—One of the leading man- 


23loc. pe r 
19t2¢.; 

rope ’ 
15e. 


C130, per 


balls, No. 








ufacturers of snow shovels has reduced 
prices on certain styles of steel kinds 


from 5 per cent to 10 per cent, and | 


jobbers have adjusted their prices ac- 
cordingly. 


JOBBERS'’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 

Shovels.—Snow, Rugg line, steel, 
long plain handle, round, $4.50 per 
doz., ee $5: split wood D-handle, 
No. 781 $5; flat handle; iron D- 
handle, Wo. 79, $5 Boss line, long 
handle. $4.75; iron D- handle, $6; 
split wood D-handle, $6.75. 

Scoops.—Massac husetts, D-h¢ indle, 
hollow back or strapped back, No. 2, 
$16 per doz. list; No. 3, $16.50; No. 
$17.50; No. 5, $18.25; No. 6, $19; No. 
$19.75. Ames line, No, 2, $24.70 per 
doz. list; No. 3, $25.45; No. 4, $26.20; 
No. 5, $26.95; No. 6, $27.70; No. 7, 
$28.45. For polished scoops add $2. 20 
per doz. Discount 25 and 10 per cent. 

Spades.— Massachusetts, plain back, 
polished, No. 2, $17.50 per doz. list; 
B, moulder, polished, No. 2, $17.50. 
Ames line, plain back polished spade, 
No. 2, $26.20 per doz list; B, moulder, 
polished, No. 2, $26.20. Discount, 25 
and 10 per cent. 


SPRAY 


about 10 per cent. 
JOBBERS’ QUOTATIONS: TO RE- 
TAILERS, F.O.B. BOSTON 
ray Pumps. -Standard. 
each net; kKnapsacks, 
net. 


SPRINKLERS.—Certain 


Sp makes, 
$3.30 $27 per 
doz. 


cut about 10 per cent in price. 
referred to are: 


PUMPS.—Certain makes of | 
spay pumps have been reduced in price, | 
New prices follow: | 


makes _ of | 
fountain lawn sprinklers also have been | 
Those 


Fe a oe Ae TO RE- 

AILERS, F.O.B. BOST 

Sprinklers.—Fountain oe $5.76 
per doz. net; half fountain, $5.40. 
WINDOW GLASS.— While 


some win- 


| dow glass is being moved by jobbers, 
| business in general is somewhat 
| appointing. The last advance in prices, 
| according to jobbers, may possibly ac- 
| count for retailers holding back orders. 


dis- 


JOBBERS’ > a tag he ped TO RE- 
TAILERS, F.O.B. BOSTON 

Window Glass.—Third quality, 
single B, 25 bracket, 89 and 5 per cent 
discount; all other sizes, 89 per cent 
discount. All doubles, 88 per cent 
discount. Single, 13% x 28 in., $4.24 
per box net; 13% x 30 in., $4.24. 
Double, 26 x 27 in., $6.62 per box 
net; 27 x 28 in., $6.62. 


| WIRE CLOTH.—It is remarkable how 
| sales 
| the past week jobbing sales wer? ex- 
| ceptionally large for this time of the 
| year. 


of wire cloth hold up. During 


JOBBERS'’ bg phe he rtd TO RE- 
TAILERS, F.0O.B. BOSTO 

Wire cloth, in 100 ft alia 
ard widths 18 in. to 48 in. in 2 in. 
steps, per 100 sq. ft., f.o.b. store: 

Black Painted.—12 mesh, $2.50; 14 
mesh, $2.50; 16 mesh, $2.90; 18 mesh, 
$3.50. 

Opal.—12 mesh, $2.40; 14 mesh, 
$2.80; 16 mesh, $3.25; 18 mesh, $3.85. 

Bronze.—Bright or antique finish, 
3 mesh, $6; 16 mesh, $6.50; 18 mesh, 


stand- 


"Pure Copper.—Bright and antique 
finish, 14 mesh, $5.50; 16 mesh, $6; 18 
mesh, $6.50 

Pearl.—Rolls 100 ft. 
ular grade, 12 x 13 
mesh, $4.75; 


in leng th, reg- 
mesh, $4.25; 14 
16 mesh, $5.25, 


Pittsburgh J obbers Report Increase 
In Orders—Some Price Revisions 


AGE) 


(Pittsburgh Office of HARDWARE 


PITTSBURGH, Aug. 28.—Business reports continue to grow more 


cheerful. 


numerous than they were recently. 


Road salesmen are doing well and direct orders are more 


Sales into consumption evi- 


dently are good, as retailers are finding it necessary to order with 


some frequency. 


of them to build up a fair-sized total. 


Individual orders are small, but there are enough 


Some jobbers note improve- 


ment in orders from the coal mining towns and are much encour- 
aged, since demand from this source has been rather feeble for some 


time. 


A leading maker of incubators and brooders has announced 


prices for next year, which show reductions of as much as 10 per 


cent in the popular numbers. 


A price revision on padlocks has been 


made by one maker; the new prices average slightly lower than the 


old ones. 
for next year. 


local jobbers, but they have not yet figured out the changes. 


Hand farming tools and too] handles have been reaffirmed 
Next season’s prices on baseball goods have reached 


Col- 


lections still are laggard in this part of the country. 


AUTOMOBILE TIRES AND TUBES. 


—Business has been looking up lately | 


and wholesalers now report that Au- 
gust will make a good showing in com- 
parison with the month before and with 
the same month last year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Mansfield Tires. — High pressure, 
cord, 30 x 3% in., extra size, $7.25 
each; straight side, $9.10; 31 x 4 in., 
$11.40; 32 x 4 in., $12.10; 33 x 4 in., 
$12.70; 32 x 41% in., $15.95; 33 x 5 in., 


4.40 in., $8; 30 
$11.20; 30 x 
30 x 6 in., 


$21.70; balloon, 29 x 
x 5 in., $10.75; 31 x 56 in., 
5.25 in., 20 in. rim, $12.50; 
$16.60; 32 x 6 in., 20 in. rim, $17.40. 

Tubes.—High pressure, tan, 30 x 
3% in., clincher, $1.40 each; 31 x 4 
in., $2.10; 32 x 4 in., $2.20; 33 x 4 in., 
$2.30; 32 x 4% in., $2.60; 33 x 4% in., 
$2.70; 34 x 4% in., $2.80; 33 x 5 in., 

3 gray tubes sell lde. to 50c. less; 
balloon gray, 29 x 4.40 in. $4.65; 30 x 
5 in., $1.95; 31 x. 5.in., $2.05: 30 x 5.25 
in., 20 in. rim, $2.25; 32 x 6 in., $2.65; 
33 x 6 in., $2.85. 


| BATTERIES. — Flashlight batteries 


| still sell well, 
| demand for 





but there is only a fair 


radio batteries. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Unit 
Packages 
No, 485 . $2.22 $2.06 
No. es cee Gee 2.97 
No y. aay ee ; Gg? 
No. 77 ° 2 80 
No. 76 2 14 
No. ; 39 
No. 763 05 97 
No. 76 P 1.30 
No. ¢ ; 1.30 
No. 7 } 1.92 
No. 

vo. 6 ary ignition type, 
packages, 32l%c. each. 
Flashlights. — No. 935, 91%4« 
No. 950, 9%c.: No. -790, 18%4¢; 
705, 28c.; No. 750, 1814¢c.; No. 761, 

Hot Shot.—No. 1461, $1.67; No. 
$2.37. 


Broken 


1.79 
cells, unit 
each; 
No. 
25c. 


1661, 


BEVERAGE AND PRESERVING 
SUPPLIES.—There is still a good de- 
mand for bottles, caps, cappers and 
kegs and interest in preserving sup- 
plies is growing steadily. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Bottles. — Crown, 14 02., $6 
gross; 28 oz., $8.40; lightning 
per, 14 oz., $7.50; 28 oz., $9. 

Caps.—In single gross lots, 18¢ 
gross; 10 gross lots, 17c. per 
50 gross lots, l6c. per gross. 

Cappers. — Everedy, $9 per 
Indestro, $10 per doz. 

Strainer Sets.—Everedy in dozen 
lots, strainer stand, $4 per dozen; 
strainer bag, $2 per dozen; filter bag, 
$4 per doz. 

Scales.— Universal, 


per 
stop- 


per 
gross; 


doz.; 


No. 1021, $1.25; 
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No. 11021, $1.55; No. 19221, $2.50; No. 

1621, $3.50. 

Mason Jars.—P ints, $8.80 per gross; 
quarts, $10.10; 2 quarts, $13.1 

Jar Rubbers. —Double lip red, 80c. 
per gross. 

Canning Racks.—No. 1, single jar, 
70c. per doz.; No. 2, 8 jar, $3.60 per 
doz.; jar wrench, 75c. per doz. 

Fruit arpa, eae ast No. 6, 
$6.25 each; Juicy, 3 ., $3.50 each; 
6 qt., $4.30; 12 qt., $6; ites. 2 at., 
$3 each; 4 qt., $4.50; 10 qt., > 

Cider Presses.— Eagle, single tub, 
$12.10 each; Eagle Junior, $24; Cant- 
clog, single tube, $14.85. 

Meat Choppers. —E nterprise, No. 
12, $5.25 each; No. 22, $9; No. 32, $11. 

Kraut and Slaw Cutters. — Slaw 
cutters, Rapid, $3 per doz.; No. 625, 
$3.60: No. 626, $4.80; Kraut cutters, 
No. 672, $1.15 each; No. 673, $1.35. 


Oak Kegs.— 
Oak Oak Charred 
Red White White Oak 
n.. dasdukis $1.35 $1.45 $2.40 
| a 1.80 1.95 2.85 
1 i arpese es 2.00 2.15 3.20 
ee 2.25 2.45 3.75 
| a 2.65 2.85 4.35 
j EEGs 2.85 3.00 4.50 
1 oy eee: 3.75 4.20 6.50 
r BOLTS, NUTS AND RIVETS.—De- 


mand is steady enough, but almost 
entirely for immediate needs of buyers. 
Prices are holding firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 

Bolts.—All styles, except stove and 
tire bolts, per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 
Nuts.—All styles, 60 per cent off 
ist. 

Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE.—Demand 
is rather active. Prices hold well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, in 3 in. x 3 in., $18.50 per 100 
~ af in. x 3% in., $19; 4 in. x 4 
n., 
Hinges.—-Heavy strap, 6 in., $1.85 

















per doz.; 8 in., $2.95; 10 in., $4.80; 
extra heavy, T, 6 in., $2.30 per doz.; 
8 in., $3.40; 10 in., $5.40; light strap, 
with screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per 100 
pair; 4 in., 2.60. 

Hasps.— Hanger, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1.05; safety, 3 in., 
97c. per doz.; 4% in., $1.14; 6 in., 
$1.60. 

Garage Sets.—Swinging hinges, 10 
in., $3 per set. 


in. 
COAL HODS.—Demand is beginning 
to pick up with the approach of fall. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Galvanized, 16 in., $4.30 per doz.; 
17 in., $4.75; 18 in., $5.25. 


FARM TOOLS AND TOOL HAN- 
DLES.—Hand farm tool prices and 





| STOVE AND FURNACE PIPE.—Job- 


also those of handles have been re- | 


affirmed for next year. 


INCUBATORS AND BROODERS.— | 


New prices have been announced on the 
Buckeye line for next year; they show 
reductions of up to 10 per cent in the 
popular numbers. 


INSECTICIDES.—Good demand still is 
reported for this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Insecticides.— Arsenate of lead, 
powdered, 1-lb. packages, 25c. per Ib.; 
100-lb. drums, i6c. per lb. Bordeaux 
mixture, 1-lb. packages, 25c. per Ib.; 
100-lb. drums, 15c. per Ib. 

Sprayers.—1 qat., $3 to $7.50 per 
doz.; larger capacities, $3 to $5 each. 


PADLOCKS.—Yale & Towne Mfg. Co. 
has announced new prices which aver- 
age slightly lower than the old ones. 
PAINTNG SUPPLIES.—Business is 
only moderately active. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(whites and dark greens, 12c. per 
gal. higher); white lead, 13%c. per 




















, lb. in 100-lb. lots; 10 per cent less in 

lots of 500-lb. or more, and extra 4 
per cent less in lots of a ton or more: 
turpentine, 69c. per gal. in barrel 
lots; raw linseed oil, 11.3c. per Ib. in 
barrel lots. 









bers are beginning to make shipment 
against spring orders. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Stove Pipe.—Nested, 5 in., $3.20 per 
crate; 6 in., $3.40; 7 in., $4.05; corru- 
gated elbows, 5 in., $1.30 per doz.; 
6 in., $1.40; 7 in., $1.85. 

Furnace Pipe.—No. 26 gage, 8 in., 
16c. per ft.; 9 in., 17c.; elbows, 8 in., 
36c. each; 9 in., 40c. 


WIRE PRODUCTS.—Nails are moving 
pretty steadily, but demand for wire 
still is rather slack. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Fence Wire 

























per 100 Ib. Annealed Galvanized 
No. 6 to 9 gage....... $3.05 $3.50 
PED caacawhe yous euas 3.10 3.55 
ONG: SAE ee eee 3.15 3.60 
a! Aare 3.20 3.70 
eS} eee eae ee 3.30 3.85 
ae | Be rerrreririi es 3.40 4.05 
| a) BPrrrrirrerrir ry 3.60 4.30 
WO DR cistcsnthesceeoes 3.80 5 
Barbed Wire (per 80-rod spool): 
Pe SIND Sckin ss ve stecenscese $2.9 
Bane SNE nese taincs smneesest ss Bee 
SopOimt MOG ..ccccccccecccscccccs 3.43 
ee Pr nr reece 
2-point cattle (special) ......... 2.25 





Field Woven Wire Fence (per 100 





















Steel Fence Posts: 
Galvanized Painted 
Tubular Formed 









Wks. baverwsaceses SOG GRGR  acccccens 
i: Sarr 55c. each 38c. each 
A: ee ee re 65c. each 40c. each 
(Sh: See err ere re ree er. 45c. each 






Bright nails, base, per keg, $2.90. 














Berloy Steel Counters 


The Berloy glass front steel counter 
’ shown here is manufactured by The Berger 
Mfg. Co. of Canton, Ohio. It provides 
ample space for attractive display in front, 
roomy storage compartments in the rear, 
and a steel top % in. thick, which is proof 
against any kind of rough treatment. 
When desired, the top may be furnished 
with binding strips to add linoleum. 


These counters are 36 in. long, 42 in. 
high, 24 in. front to back below, and 2634 
in. across the top. The quarter shelf, bot- 
tom shelf and back on the display side of 
the counter are of mirror steel. Inside 
lighting fixtures are furnished if desired. 

The glass doors swing out from the top 
and can be removed from the unit while 





arranging the display. They are fitted 





with a Yale flat-key lock to prevent dis- 
turbance and theft. The quarter shelf is 
arranged to permit a good view of the 
bottom shelf, even when standing close to 
the counter. In the reay part a half shelf 
increases the storage facilities of the 
counter. 

Glass front counters may be combined 
into assemblies. Standard corner units 
for L-shaped assemblies are available. All 
counters are finished in a pleasing shade 
of baked dark green enamel that does not 
readily soil. 


New Type Automotive Gage 


Goodell-Pratt Co., toolsmiths in Green- 
field, Mass., recently placed before the 
trade a new gage which is known as the 
Automotive Gage, as it has been designed 
for automotive use. 


















One end of the gage contains seven feeler 
leaves, .0015, .002, .003, .004, .005, .010, 
015 thick, giving all thicknesses by half 
thousandths from .0015 to .0405, except 
.0025. The other end contains six S. A. E. 
screw pitches, covering 14-28, 5/16-24, 
4-24, 7/16-20, 14-20, 8/16-18, 54-18, 7-14 
and 1 in.-14. This effectively covers the 
gaging requirements on any car. 

Ten of these gages are mounted on an 
attractive display card which has two de- 
sirable features. The gages can not be 
removed too easily, nor can they be touched 
or handled until they have been removed. 





















American Flyer Mfg. Co. Has 
New Attractive Price Tag 


The American Flyer Mfg. Co., 2219 
South Halsted St., Chicago, IIl., is produc- 
ing a new price tag which will be attached 
to all its electrical trains, both narrow and 
wide gage models. 

It is an attractive tag, printed in three 
colors, and reproduces a train and the 
American Flyer logotype on one side, with 
a sufficient space allowed for the model 
number, cost and selling price. On the re- 
verse side in legible type is the company’s 
guarantee. 
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Business Continues Good in 


Chicago Trade Territory 


(Chicago Office of HARDWARE AGpr) 


CuicaGo, Aug. 28.—The only important changes in the Chicago 
hardware market was a reduction of 1 cent per foot on molded gar- 
den hose, and the advance on glass, predicted in these columns, be- 


ing effective Aug. 15. 


A somewhat better demand has been noted in builders’ hardware, 
auto tires, cow ties and halter chains, batteries and hinges. 

Due to encouraging crop reports being received from most agri- 
cultural sections, jobbers are optimistic over the outlook for fall 


buying. 


Future orders for fall and winter delivery continue to be received 


in good volume. 
their own. 


Re-orders for seasonable goods are also holding 


Steel mills in the Chicago district are still on a 75 per cent of 


capacity basis. 
August. 


This, however, is considered exceptionally good for 
A slightly stronger tendency is observed in sheet steel. 


Prices, with the exceptions of garden hose and window glass, are 


firm and without change. 
Collections remain the same. 





AUTOMOBILE ACCESS ORIES.— 
There is a continuance of the heavy 
tourist demand, especially on tires. 


JOBBERS’ 4 bth re TO RE- 
TAILERS, F.O.B. CHICAGO: 

Spark Plugs paar Dh vt-woay for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box Line, 53c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C., Special Ford, 
36c. each. . 
Spot Lights.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

1% in. 


Pumps.—Rose, 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Cord, $5.45; heavy 
duty oversize, $7.25; 32 x 4 Liberty, 
$10.20; heavy duty, ‘312. 10; tires, 29x 
4.40, $8; 32 x 6.20, heavy duty, $17.40; 
tubes, 30 x 3%, $1.40; balloon tire 
tubes: gray, 29 x 4.40, $1.65; 32 x 


BOLTS AND NUTS.—Prices are firm 
and a fair volume of orders is being 
received. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Carriage bolts, cut thread, 60 per 
cent discount; small carriage bolts, 
rolled thread, 60-10 per cent discount; 
machine bolts, cut thread, 60 per cent 
discount; small machine bolts, rolled 
thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. 

BUILDERS’ HARDWARE.—There is 
a slight improvement in the demand 
and prices are unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

3% x 3% steel butts, old copper 
and dull brass finish, $2.34 per doz. 
pair, case lots; less quantities, $2.16 
per doz. pair; 4 x 4 steel butts, old 
copper and dull brass finish, $3 per 
doz. pair, case lots; less quantities, 
$3.12 per doz. pair; heavy steel bevel 
inside sets, $5 per doz. sets, case lots; 
Steel bit-keyed front door sets, $1.45 
per set; wrought brass, bit-keyed 
front door sets, $2.60 per set; cylin- 
der front door sets, $6 per set. 


cylinder, 





CHAINS.—There is an active demand 


for cow ties and halter chains at this 
time. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO 
%-in. proof cow chains, $8. 50 per 
100 Ib. Tenesco Bull Dog and Brown 
coil chains, 50-10 per cent discount. 
No. 00-4% electric welded cow ties, 
$2.75 per doz. 


COPPER RIVETS AND BURRS.— 
Sales very good for this time of 
year. Prices firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Copper rivets and burrs, 40-10-5 
per cent discount. 


EAVES TROUGH, PIPE, ETC.— 
Prices have remained steady for sev- 
eral months, and little change is ex- 
pected between seasons. Sales are 
only moderate. 


JOBBERS’ a age tt py ® TO RE- 
TAILERS, F.O.B. CHICA 

28 gage single head lap ge gut- 
ter, 5 in., $4.50 per 100 ft.; corrugated 
conductor pipe, 3 in., $4.20 per 100 
ft.; plain ridge roll, 1% in., $3.65 per 
100 ft.; corrugated conductor elbows, 
3 in., $1.51 doz. 


ELECTRICAL MERCHANDISE.— 
Electrical sales are very good. No 
price changes. Battery business is still 
unusually active. 


JOBBERS’ a ie hye TO RE. 
TAILERS, F.O.B. CH GO: 
Electrical Dorcaneeen. — No. 14 
rubber covered wire, $6 per 1000 ft.; 
in less than 1000 ft. lots, $6.50; No. 
18 lamp cords, $11.25 per 1000 ft.: in 
1000 ft. lots, $10.50; % in. brush brass 
key sockets, 13c. each; lots of 25, 
12%c. each; two-way plugs, 45c. 
each; in lots of 10, 40c. each; two- 
piece attachment plugs, 7%c. each; 
dry cells, boxes of 50, 32th. each; 
less than case lots, 36c. each. 
Electrical Appliances. —Iron Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; lots of six, $4.75; Per- 
colator, Universal 9169, $16.65. 
Radio Supplies.—Radio B batteries, 
D 779 E, $1.40 each; base lots of 5, 
$1.30; No. 770. $3 each; packages of 
5, $2.80; No. 772, $2.06 each: packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485 Layerbilt 


battery, less than standard packages, 
$2.22 each; standard packages, lots, 
2.06 each. 

Battery Chargers.—Apco line, lots 
of less than 10, $9.90 each. 


FILES.—There is a steady demand and 
prices are firm. 
JOBBERS’ ry aged te pe A TO RE.- 
TAILERS, F.O.B. CHICA 
American files, 60-10 ang cent off 
list; Nicholson files, 50 per cent off 
list; Black Diamond files, 50 per cent 
off list. 


FISHING TACKLE.—There is still a 
good volume of re-orders being re- 
ceived from the dealers. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Bronson No. 1800, $1.60 each; Chi- 
cago level winding reel, $2 each; 
Symploreel No. 752, $4.90 each. 

GALVANIZED WARE AND _ TIN 
WARE.—Galvanized ware unchanged 
and low priced. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Standard galvanized after made 

tubs, No. 1, $5.75; No. 2, $6.50; No. 3, 
$7.65; 10 qt., galvanized after made 
pails, $2; 12 qt., $2.25; 14 qt., $2.50; 
1 gal. all galvanized oil cans, special, 
$2.35 doz.; 2 gal., $4 doz.; No. 3, 3 
gal., $5.75; doz.; 5 gal., $7 doz.; 1 
bu. galvanized baskets, $6.25 doz.; 
No. 26 baled % bu. galvanized meas- 
ure, $4.50. 


GARDEN HOSE.—New prices show 
reduction of about lc. per ft. on all 
grades molded hose. No change on 
wrapped hose. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 

Garden hose, good quality, molded 
hose, 2 braid, im in., 8c. per ft.; % in., 
9c. per ft. ‘Molded hose, one braid, 
5% in., Tc. per ft.; % in., 8%c. a 
ft. Five ply wrapped hose, % 
9%c. Lawn sprinklers, Rain king: 
$28 a doz.; original fountain sprin- 
klers, $6 doz.; Rainbow, 38 in. high, 
$24 a doz. 


GLASS AND PUTTY.—New advanced 
prices predicted in these columns went 
into effect Aug. 15. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CHICAGO 

Single strength A, all brac ‘kets, 87 
per cent discount; single strength B, 
all brackets, 88-5 per cent discount; 
double strength A, all brackets, 87 
per cent discount; double strength B, 
all brackets, 88-5 per cent discount; 
putty, pure grade, $4.25 per 100 Ib.; 
commercial, $3.50 per 100 Ib. 


HAMMERS AND HATCHETS.—Deal- 
ers are featuring quality lines and at- 
tractive displays, as an offset to chain 
store low quality appeal. Hammer 
sales are normally good. Prices con- 
tinue as last reported. 


JOBBERS’ Se Cr caae ae RE.- 
TAILERS, F.O.B. CHICA 

Hammers.—First yen “10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 

Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 
2 shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLES, AGRICULTURAL.—New 
price lists show no change for ¢oming 





season. 
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JOBBERS’ QUOTATIONS TO RE.- stock orders, $3.10 per keg base, Dec. | light tale surface, $1.05 per square: 
TAILERS, F.O.B. CHICAGO: 1, 1927, extras. red rosin sheathing, $55 per ton. 
Hay fork handles, straight, chucked | Mill shipment price is $2.95 base. 7 " a ¥ 
ag Leas X 4 ft., $2.40 per doz.; | Carload (36,000 Ib.) base, for mill PYREX WARE. — Prices are 
44 $2. 40 per doz.: Zam @ 8: $3.90 shipment, still lower. — and the demand is fair. 
per phy 4% ft., $4. 30 per doz.; ash No. 9 black annealed wire, $3.30 
fork handles, bent, chucked and per 100 Ilb.; No. 9 galvanized plain | BBERS’ etre TO RE. 


un- 


bored, X 4 ft., $2.90 per doz.; 4% ft., wire, $3.85 per Ilb.; catch weight TAILERS. F.O.B. CHI 
ash hay fork handles, spools galvanized cattle or hog wire, | Bread Pans.—No. 212, $7. 2) dozen: 
100 Ib.; pollshed fence No. 214, $12 dozen. 
100 Ib. New Handled Casseroles.—!t: 
$14 


$3.20 per doz.; 

bent with strap ferrule and c¥ x $3.80 -* lL 
ft., $4.90 per doz.; 4% ft., $: “r staples, $3.55 per 

a ; rt. $6 r ‘ei . No. 622, $12 doz.; No. 623, 


loz.; XX ft., $6.15 r doz. 2 x ‘a “ - . | 
Gon, XX A aug. bent manure “fork | OIL AND GASOLINE STOVES. — A| Oval, No. 632, $13 doz.; No. 5 
. eS 2 (rk . . : - She , re J 9 ¢ 
rig ag? oy X 4 ft., $3.05 per ry good active demand continues and dos.; Shallow A adiataaa 642, $12 
2 +» Qo. yer GOZ., Ae *9 .bo ° vO. o, Zz. ; 
per doz.: 114. ft., $5 per doz.; bent prices are unchanged. | Pie Plates.—No. 208, $6 per dozen; 
“ , J Brit 79 > 
manure fork m0) with strap, JOBBERS’ QUOTATIONS TO RE- he nent ied. 
ede pen 3 ig pe wre TAILERS, F.O.B. CHICA AGO: $24 doz.; 6 cup $28 doz ‘De 
doz.; XX 4 ft., $6.65 per doz.; 414 ft., Perfection. — No. 72, 2 burners, “Utility Pans.—-No. 231, $8 doz 
$7.10 per doz.; garden hoe handle, X $17.50; No. 73, 3 burners, $22.50; No. 929 $14 doz weges fmnce 
ul ae Stoke keaton & Be 74, 4 burners, $28.50. “leed Tea Sets.—$i per set 
3.70 wat <p rake handles, * m2 Perfection dealers’ discount, 30 and . I 5 aes 
0 per dagoz., AZ ) ».09 5 ‘r cent lots f 10 » re: > — . a . 
; shovel handles, regular pat- Ba Pee 10. 30 +. Pag more, on ROPE. Rope prices are low and not 
l%, & yng ag oa Puritan (Improved Model).—No. 42, | much change is expected in fall prices, 
-» 99.99 per Coz ' ber 2 burners, $17.50; No. 43, 3 burners, ay 
; wood D spade handles, X, $4.90 ey eS i Be. 48, 5 were usually lowered about Sept. 1. Orders 
doz.; D shovel handles, X. I. D. Puritan discounts the same as Per- | are very quiet at this season. 


to 45 1 St 1-FE top, 2cti 
04.50 p, $4. per doz. ure op. ne. 2. 2 ; + easton JOBBERS’ QUOTATIONS To RE. 
oon ae nn Stee te ee i TAILERS, F.0.B. CHICA 
7 ’ v2 ° NO. 213, rs, 4 € « s ( ) 
HANDLES, HICKORY—Prices con-| X°.,21% 2,>ummers, $7: No. 214, a ae Siandard brand, me. 
tinue steady, with a satisfactory trend only, $6.50; No. 1104, high shelf only, No. 1. Sisal, 14%c. per Ib.; No. 3 
of demand toward the quality grades. With vitreous enameled stove stops | “isa! 18c. per &. 
JOBBERS’ QUOTATIONS | TO RE- and splash back.—No, 233, 3 burn- SASH CORD.—tThere is a good active 
TAILERS, F.O.B. CHIC . $36.50; No. 244, 4 burners, $44.50. Je 1 d See, é » fr 
No. 1 (new B. W.) hic Seen "$4 doz.; Nesco dealers’ discount, 30 and 5 | SS See Peace See Vase re. 
No. 2 (new B. R.), $3 doz.; second per cent. 2 | JOBBERS’ ba etriteyy A TO RE- 
growth hickory (new A. W.). $5 doz.: _esco Rolo, 5 burners and oven, | TAILERS, F.O.B. CHICA 
finest select second growth hickory $90; No. 400, built-in oven model, No. 7 standard ite ty 33.15 per 
(new A. A.), $6.50 doz. $63. Dealers’ discount, 30 and 5 per doz. hanks; No. 8, $9.35 per doz 
Hatchet and Hammer Handles.— cent. cae - : hanks. 
No. 1 (new S. B. R.), 90c¢. doz.; finest 25° rane, —No, 322, range, $114; No. ; 2 : 
second growth hickory (mew S. A. 328, range, $72; “yD “a se a $45; | SASH PULLEYS.—Sales are active at 
rar re DU; i . o24, Te s@, “4 2 + 
W.), $1.80 doz. 330, . $52.5 a? | this time and prices are unchanged. 


HINGES.—There is a noticeable im- ‘ i man dealers’ discount, 3314 per | gounene. BOT AToAG TO RE- 
sa . . a, wae aio cent, TAILER F.O CH oO: 
provement in the demand. Prices are OVENS Common sash pulleys, 55c. per doz.: 
firm. Pert ° NS Z , :; barrels, 50c. per doz.; Common Sense, 
‘ erfection.—No. 211, 1 burner, plain | 2 in., 5se. doz.; barrels, 50c. doz.; No 
JOBBERS’ QUOTATIONS TO RE- door, $2.50; No. 211G, 1 burner, glass i 50c. doz.; barrels, 45c. doz. 
TAILERS, F.O.B. CHICAGO: door, $2.70; No. 112G, 2 burners, glass v~ 2 ° A . 
Heavy strap hinges in bundles, 4 door, $6. | SCREWS.—The price situation is 
5 in., $1.30; 6 in., $1.85; 8 in., Dealers’ discount on 10 or more, 30 | ates j iries *j 
1) in. $4.20 per doz. ;: extra and 5 per cent; less than 10, 30 per | steady, though larger inquiries bring 
Re 9 hinges ine tee 3 { in., cent. some price concessions, Buying 18 
in $1.66: 6 im., $1.95; 5 in., Puritan.—No. 42G, 2 burners, glass P 
in., $4.80 per doz. door, $5.50. : about normal. 
—— si Dealers’ discount, 10 or more, 30 | JOBBERS’ ag ere TO RE- 
ICE CREAM F REEZERS. ‘ s and 5 per cent; less than 10, 30 per | TAILERS, F.O.B. CH 
ing ve > 3j j ate- cent. Sereen doors, No. ot ~ x 6- 
holding up well considering the late Nesco.—No. 05, 1 burner, solid $2016 doz: No. 296, 2-8 x 6-8, $24.66 
ness of the season. door, $2: N 5, 1 burner, glass door, | doz.; No. 311, 2-8 x 6-8, $20.92 doz.; 
JOBBERS’ QUOTATIONS TO RE- $2.15; = N2 2 burners, solid door, window screens, No. 1833, $4.56 doz.; 
TAILERS, F.O.B. CHICAGO: $4.5 0: No. 301. 2 ae. ones nl No. 2433, $5.40 doz. 
og or abo ) No. 301, 2 burners, glass door, 4 - P 
‘ a nite go fete 8 at 1 oe 75 omy list; thermometer, $6.40. | SOLDER AND BABBITT.—Prices re- 
$8.25 list: 6 qt., $10.45 list; 8 qt., $13. WICKS. ETC | main unchanged and steady. Trade 
list; 10 qt., $17.90 list; 12 qt., $21. ae 7 ly j j 
list; 15 qt., $25.60 list; 20 qt., $33.2 Rockweave wick, 25c. each; Per- | volume is rather quiet. 
list; 25 qt., $42.60 list. Arctic, ‘ fection and Puritan, $4 per doz. and | JOBBERS’ QUOTATIONS TO RE- 
list; 2 qt., $4.60 list; 3 qt., $: $48 per gross. TAILERS, F.O.B. CHICAGO: 
4 qt., $6.80 list: 6 qt., $8.60 list: Discounts same as. on oil cook Warranted 50-50 solder, $35 per 190 
" $11.10 list. All the above less stoves, ovens and heaters. medium 45-55 solder, $33 per 100 
cent discount. Alaska, 1 qt., a y 1 a lb.; tinners, 40-60 solder, $30.50 per 
$2 rt list: 2 qt., $3.45 list; 3 qt., $4.10 PAINTS AND OILS.—Prices are un- 100 Ib.; high speed babbitt metal, $20 
list; 4 qt., $5 list: 6 qt., $6.30 list; 8 changed from last week and sales are per 100 Ib.; standard No. 4 babbitt 
qt., $8.20 list; 10 qt., $10.75 list; 12 seasonal. metal, $12 per 100 Ib. 
qgt.. $14 list; 15 qt., $17 list; 20 qt., i 5 awe 
28:60 list. A discount of 36 and 16 JOBBERS’ QUOTATIONS TO RE- | STEEL SHEETS.—Some manufactu! 
per Bg = Tt —— prices. — TAILERS, F.O.B. CHICAGO: | ers’ prices are stronger in an effort to 
24a galv doz 2 qt., enamel, a i, R w.—B ts, 86 . ® 
$10 per doz.; 4 qt., enamel, $18 per | Be wy oi ~ — & 5 | get away from unprofitable competi 





' 5 barrel lots, 83c. per gal. fi . . 

—~. anes prioes are —y t.. $8.5 | Linseed Oil, Boiled.—Barre! lots, tive selling. Buying is better, as bot- 
Sverybody’s Freezers, pt., $3.50; 90c. per gal.; 5 barrel lots, 87c. per | - 

1 qt., $4.50; 2 qt., $6; 3 qt., $7; 4 at., oa J ) el lo ic. J tom levels seem to be at hand. 

$8. _ Prices are each and subject to a Denatured Alcohol.—Barrel lots, JOBBERS’ auST ATION. TO RE- 

dealer's discount of 30 per cent off. 58$i%4c. per gal.; steel drums, extra, | TAILERS, F.O.B. CHICAGO 

x 4 . $6, returnable. 28 gage ‘galvanized sheets, $5. 30 per 

LAWN MOWERS.—A very fair vol- Turpentine.—Drum lots, 62c. per 100 lb.; 28 gage black sheets, $1.20 


ume of re-orders is being received at gal. net. | per 100 Ib. 


. . . White Lead.—100 Ib. lots, $13.25 | r r ii ne 
this time while future orders for next 50 Ib. lots, $6.75; 25 Ib. lots, $3.40; i213, | WRENCHES.—The demand is very 


spring delivery are developing nicely. a oe 7 a EP | good and prices are unchanged. 
—_ 2 , & 8), y e, ' 

JOBBERS’ QUOTATIONS TO RE- per gal. in barrel lots; orange, JOBBERS ry abt tte ge TO RE- 
TAILERS, F.O0.B. CHICAGO: per gal. in barrel lots. TAILERS, F.O.B. CHICAGO: 

16 in. ball bearing, 5 knife, 10% in. English Venetian Red.—In barrels, Agricultural wrenches, 60-10-5 ee 
wheels, $11.50 each; 16 in. ball bear- 5144c. per Ib.; in 100-lb. lots, 6%c. per cent discount. Coes’ wrenches, 40-10 
ing. 4 knife, 10% in. wheels, $9.25 per cent. —_ discount; engineers 
each, and $7 for cheaper grades; 16 Dry Paste.—Barrel lots, 7%4c. per wrenches, 50-10 per cent discount on 
in. ball bearing, 4 knife, 9 in. wheels, Ib. oont yr aa io ee aoe ent 
$8.50, and $6.75 r chez - grades: 8 m . cent discount; Trimo, 70-5 per cent 
Pe ant HO te’ Gai bearing s725 | PREPARED ROOFING.—AIl leading el i, ant 
220 ‘ or . - > < 2< by S - —_ aio an¢ 
See, See Tae Hor Senay Sees. j makers are supporting steadily the electrical sets in metal cases, $2.75; 

NAILS.—No price changes in these | Present higher prices. Sales are bet- No. 111, Master Service Sei, $15.69: 
" ter than average. No. 202, Heavy Duty Set, $9.75; No. 
lines for several months. Orders are | g 404, Flexible Socket Set, $7.50; No 

y JOBBERS’ QUOTATIONS TO RE- 608, Crankcase Drain Plug Socket, 
up to usual summer volume. TAILERS, F.0.B. CHICAGO: $3.55: No. 900, Square Socket Set. 

JOBBERS’ bd Hee TO RE- Best grade slate surface prepared 3.70; No. 1878, Giant ‘‘Snap-on” ith 
TAILERS, F.O.B. CHICA roofing, $2.25 per square; best grade extra heavy duty ratchet, $30.55. All 
L.c.l. quantities Be enc tive and tale surfaced, $2.25 per square; me- Snap-on Wrenches less 3314 per cent 
cement coated nails, current. L.c.1. dium tale surfaced, $1.75 per square; discount. 
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Northwest Prices Are Steady — 
Dealers Ordering Fall Goods 


(Minneapolis office of HARDWARE AGE) | end of the season. Prices have not 
MINNEAPOLIS, Aug. 28.—While crop returns in some localities | changed. 
i 7 ri ities i } 3 ¢£ ° JOBBERS’ QUOTATIONS TO RE- 
tributary to the Twin Cities are not quite so favorable as a month ol +p LORRERt. QUOTATIONS TO R 
so ago, when results were largely based on estimates, still the re- Competition, 5% in., 3 ply hose, 


a v P e $6.75; Good Luck, 5 5 ly, $10; 
turns for the year will be well up to the five-year average, if not Bull Dog. % in. 7 ply, $13.50; Leader, 
above. In general, crops are good, with few weak spots in the en- meee, Sein, 200 ft. bales, 88.30. 


tire field. This means a fair amount of business for the merchants =. % in., 500 ft. bales, $9 per 10( 


net. 
for the remaining portion of the year. LAWN MOWERS.—Call for lawn 


Prices are very firm, with no changes showing for the week. Buy- mowers is still fair, with ample stocks 
ing is steady, with stocks well rounded out for the fall trade, as far | on hand. Prices have not changed. 
as the jobbers are concerned. Dealers are filling in fall goods grad- JOBBERS’ QUOTATIONS TO RE- 


lly TAILERS, F.O.B. TWIN CITIES: 
ually. Philadelphia, styles A and C, 40 pet 
cent; style E, 45 per cent; style K, 
30-5 per cent from lists. 





AXES.—Sales are steady, with fair | doz. pair; 4 in., T5e. dos pair; heavy, NAILS.—Deliveries in this line show a 
| alain stra inges, in., 938c. doz. = “ya 

volume. Stocks are ample for present | pair; 5 in.. $1.22 doz. pair: 6 in., $1.56 fair volume. Prices are unchanged. 
needs, and prices are unchanged. doz. Fgh ae plain tee hinges, 3 7 JOBBERS: QUOTATIONS TO RE- 

in., 62c. doz. pair; in., 78c, doz. AILERS, F.O.B. TWIN CITI : 

JOBBERS’ QUOTATIONS TO RE- pair; heavy plain tee hinges, 4 in., Standard : ae 
TAILERS, F.O.B. TWIN CITIES. $1.06 doz. pair; 5 in., $1.20 doz. pair; eeatae ‘wine ails in 100-lb. kegs : 
Single bit, base weight axes, $16.50; 6 in., $1.40 doz. pair; 8 in., $1.95 doz. $3.10 per ke h gg tng — 
double bit base weight, $21.50; single pair; extra heavy plain tee hinges, 4 ; aha 


bit, handled, $15; double bit, $20; in., $1.28 doz. pair; 5 in., $1.58 doz. — be Ne ites = 
handled. single bit. $19.25; double bit. pair; 6 in., $1.89 doz. pair; 8 in., $2.83 OIL STOVES.—Sales are fair, with 
$24.25 doz. net. doz. pair; 10 in., $4.53 doz. pair, net. prices steady. 
AUTOMOBILE TIRES AND TUBES. | EAVES TROUGH CONDUCTOR PIPE JOBBERS’ QUOTATIONS TO RE- 
—Demand still is very good, and prices | AND ELBOWS.—Call for this line is TAILERS, F.0.8. TWIN CITIES: 
fi d d Pri h t _No. 500 Nesco oil stoves, $80 each; 
rm. steady and good. rices have no No. 213, $22 each; No. 213 with No. 
JOBBERS’ QUOTATIONS TO RE.- changed. 1103 ork ee —_ less 30-5 per 
1 ent 79 tion, with black 
Tey Fae. Rivceeiad ste gl JOBBERS’ QUOTATIONS TO RE- cabinet $7 8 pen No. 78 only. $22.50 
a ee bee i raged a agg $8. 30: TAILERS, F.O.B. TWIN CITIES: each; No. 73 with black cabinet, $29 
$ eavy du e S.B. each: with a discount of 30 per cent 


‘ 4 ( 70: 29 x 4.40, Eaves trough, 28 ga., 5 in., € per 
balivon, tres 313: wit heavy duty, slip joint, in crates, $5.50 per 100 ft.; in lots of less than ten, and 30-5 per 


$ - 2 . ‘tor pipe, 2 a. % “Te ; ‘ent in lots of ten or more. 
21.10: $ 2 avy 7 $2482 conductor pipe, 28 ga., 3 in., in crates, cen 
$21.10; 32 x 6.20, heavy duty, $2485 not nested, $5.50 per 100 ft.; 3 in. gal- 


ac ss 5 r cent. Mansfield tubes, DAU . 
ae ° 2 esingle aan tl te: cane vanized corrugated conductor elbows, PYREX OVENWARE.—Demand in 


lots (12), $1.40; 32 x 4, single, $2.50; $1.73 doz.; 4 in., $2.88 doz., net. this line is showing some slight im- 
case (12), $2.40; Py x 414, single, $3.10: FILES.—Files are selling well, with 3 —_ 
case (12), $3; gray tubes, balloon books ll filled P “toed h ? t provement, with stocks ample for pres- 
types, 27 x 4.40, $1.80; case (12), $1.70; stocks we ed. rices Mave not! ent needs. Prices have not changed. 


29 x 4.40, single, 1.85; case (12), changed. 
$1.75; 30 x 5, = og case (12), Be JOBBERS’ QUOTATIONS TO RE- 
215: 32 x 6. single, $3.10: case (12), JOBBERS’ QUOTATIONS TO RE- TAILERS, F.0O.B. TWIN CITIES: 
$3; 32 x 6.20, single, $3.50; case, (12), TAILERS, F.0.B. TWIN CITIES: No. 623 casseroles, $1.17: No. 624 
$3.40 each, less 10 per cent. Nicholson files at 50 per cent, and casseroles, $1.33; No. 634 ¢ eroles, 
s ‘ . tiverside files, 60 per cent from lists. $1.33; No. 212, bread pans, 60c.; No. 
BOLTS.—Call for this line is steady, see : J 200 pie plates, 67c.; No. 209 pie piates. 
with fair volume. Prices show no | GALVANIZED WARE.—Demand is 60¢.: No. 231 utility dishes, 67c.; No. 
| : . cea 12 teapofs, $1.67; No. 26, teapots, 
changes. steady, with stocks well filled. Prices s2et gud Wa $63 wivcebilen teva te’ 
JOBBERS’ QUOTATIONS TO RE- have not changed. each, net. 
TAILERS, F.0.B. TWIN CITIES. JOBBERS’ QUOTATIONS TO RE- . . ; 
‘Carriage and machine bolts, all TAILERS, F.0.B. TWIN CITIES: REGISTERS.—Sales are steady, with 
sizes, 60 per cent; stove bolts, «5 per Standard 10 gt. galvanized pails at fair demand. Prices have not changed. 


cent; and lag screws, 60 per cent $2.5 12 at $2.70; 14 qt., $3; 16 at., 
from standard lists. ; ; stock pails, $4.70; 18 qt., $5. + poe JOBBERS’ QUOTATIONS TO RE- 
BRADS.—Deliveries are fair, with ard galvanized tubs, No. 1, $7; No. 2. bape nce sc T — eae 
— 5 | 7.90; No. 3, $9.20; heavy gelvanized ast iron registers, 20 per cent, anc 
ee unchanged. foex No. Ay gisac: No. 3. $14.05: No. wrought steel registers, 40 per cent 
TAILERS F.GS. TWIN CITIES. ni gpg to ae . egg 
alae Gekdin SE war chun fei HOSE REELS.—Sales are somewhat ROI E.—Call for rope is fair, with 
ists. lighter than early in the season. | prices unchanged. 
BUILDERS’ HARDWARE.—Call for | Prices have not changed. | JOBBERS’ QUOTATIONS TO RE- 
finishing hardware is steady, with | JOBBERS’ QUOTATIONS TO RE- TAILERS, F.0.6. TWIN CITIES: 


vane ° . .O.B. : jest grade manila rope at 23c. per 
building still progressing at a good TAILERS, F.O.B. TWIN CITIES rade manila rope a pel 
rate. Prices have not changed. at §2 each, net. . | lic. per Ib., base. 


Donley All Steel hose reels, No. 2 lb., base, and best grade sisal rope at 
JOBBERS’ QUOTATIONS TO RE- lac ‘REA SANDPAPER.—This line is selling 
TAILERS, F.0O.B. TWIN CITIES: | ro : gone: re eee ana ee | well, with stocks well filled. Prices 
3 c s, , or still is goo 7 oc ) , : . : : 
iS os el Se SS ee e 4 have not changed. 


and dull brass finish, 19c. pair ie Sone call. Prices are unchanged. 

than case lots, 18c. pair in case lots; : JOBBERS’ QUOTATIONS TO RE- 
4x 4 steel butts, old copper and dull | JOBBERS’ QUOTATIONS TO RE- TAILERS, F.0.B. TWIN CITIES: 
brass finish, 26c. pair, less than case | bogs cetyl lead Best grade, sandpaper, No. 1, 80c 
lots, 25c. pair in case lots; broad | White Mountain freezers, 2 at., per caer a ie "aneeta. a hs eg 
bevel steel inside sets, old copper or $2.80; S at. Sosa: 4 at:; $4.18: 6 at:, No. 1, 67¢ eae Rec ae ae abe Bes fusekal 
dull brass finish, one piece knobs, | $5.25; ., $6.75 each, net oer net No ; 1. 6.75. Reds ania net j 

less than case lots, $7 doz. sets, case freezers, 2 $2.30; 3 qt., $2.78; 4 pee: Se ID Pel nneey hoes 

lots, $6.75 doz. sets; steel bit-keyed qt., $3.40; 6 at. $4.30; 8 qt., $5.55; J 7 > ICTS —_ Dems a 
front door sets, $1.85 per set; cylin- | qt., $7.40; Acme, 2 at, galvanized, SANITARY PRODUCTS. Demand 1 
der brass outside trim, bit-keyed 7oec,, 4 qt., enameled, $165" each, net. steady, with good volume. Stocks are 


pont _— ew oF oll oma LAWN HOSE.—Sales still are good, | kept well assorted by dealers. Prices 
0 or sets, Doe er set, e ° z s 
Light plain strap hinges, 3 in., 56c. with stocks being graded down for the | show some slight changes, .notably on 


wire nails and cement 
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Hercules Radiator Stop Leak, and Her- 
cules Boiler Liquid. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Presto Products.—Oil soap, 16 oz. 
size, $2.60 per doz.; bowl cleaner, 22 
oz. size, $1.85 per doz.; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 per 
doz.; Silvershyn, 4% oz. size, $1.80 
per doz.; Waterless cleaner, 2 pt. 
size, $5.40 per doz.; same, 5 pt. size, 
$9 per doz.; Window cleaner, 6 oz. 
size, $3.60 per doz.; same, 12 oz. size, 
$5.40 per doz.; Presto Lustre, 6 oz. 
size, $2.60 per "doz.; 12 oz. size, $94.32 
per doz.; 16 oz. size, $5.40 per doz., 
and Dry Cleaner, 8 oz. size, $3.60 per 
doz. 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz., 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per ‘doz. ; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 

Kloset Klean.—22 oz. size, 
case lots, $2. - per doz.; 
doz. cans, $2.15 per doz.; 
$2.00 per Pty 

Tubola, 12 oz. cans, 
lots, $2.25 per doz.; 
eans, $2.15 per doz.; 
per doz. 

Chaco 
92.50; 


and doz. 


per doz. 

less than 
case of 
gross lots, 


less than case 
case of 2 doz. 
gross lots, $2 
boiler liquid, single quarts, 
half doz. quantity, $2 per qt., 
quantity, $1.75 per qt. 
Hercules tile and porcelain cleaner, 
$2 doz. less than gross lots, and $1.90 
doz. in gross lots; Hercules Radiator 
Stop Leak, 8 oz. cans, 1, 2 and 3 doz. 


cans to the carton, $3.50 doz.; Her- 
cules boiler compound, qt. cans, $1.50 
each 

Economy Plumber drain pipe 


cleaner, 1 Ib. cans, $2 per doz.; 2 Ib. 


cans, $3.90. The 1 Ib. size is packed 
in 1, 2 and 3 doz. to the carton, and 
the 2 Ib. size is packed 1 and 2 doz. 
to the carton. 


SASH WEIGHTS AND GORD.—De- 
liveries in these items reflect the 
amount of building being done at the 
present time. Prices have not changed. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

3est grade sash cord, No. 8 (base), 
3c.; second grade, 34c.; third grade, 
32c. Ib., net; cast iron sash weights, 
$2.00 cwt., net. 

SCREEN DOORS AND WINDOWS.— 
Sales are still fairly good, although the 
peak of the season has passed. Prices 
are steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Common screen doors, 2-8 x 6-8, 
$1.70; fancy, 2-8 x 6-8, $2.05 each, 
net. Continental extension window 
screens, 24 in., $9.75; Wabash exten- 
sion, 24 in., $5.60 doz., net. 

SCREWS.—Demand is fair with 
stocks well assorted. Prices show no 
changes. 

JOBBERS’ Sora Tren TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Flat head, bright wood screws, 50 
per cent; flat head japanned, 37% per 
cent; round head blued, 45 per cent: 
flat head brass, 45 per cent; round 
head brass, 40 per cent from lists. 

SOLDER.—Call for solder is fairly 
good with stocks well filled. Prices 
are firm as quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Strictly half and half solder at 32c., 
and warranted half and half solder 
at 33c. a Ib. in 100-lb. boxes, net. 


STEEL SHEETS.—Demand is good 
with ample stocks from which to draw. 
Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized steel sheets at $4.7 
ewt., base (24 ga.), and black steel 
shects at $3.90 cwt., base (24 ga.). 
TIN.—Call is good with no change in 
prices. 
JOBBERS’ Tain on xe RE- 
TAILERS, F.O. TWIN TIES: 


Furnace as * tin, tore. %0 x 28, 
$14.50 box, and roofing tin, IC, 20 x 








28, 8 Ib. coating, $15.50 box, net. 


WIRE.—Fence wire is moving out at | 





a fair rate, which will probably im. 
prove with the end of the threshing 
season. Prices are firm as quoted, 


JOBBERS’ QUOTATIONS TO RE. 
be ate F.O.B. TWIN CITIES: 

Galvanized seit barbed wire, $3.05 
per 80-rod spool; galvanized hog 
barbed wire, $3.26 per 80-rod spool: 
painted cattle barbed wire, $2.97 per 
80-rod_ spool, painted hog } arbed 


wire, $3.18 per 80-rod spool, No. 9 
(base) smooth galvanized wire, $3.55 
cwt.; No. 9 (base), smooth black 


wire, $3.10 ewt. 
WIRE CLOTH.—Demand is showing 
the advance of the season. Prices are 


still unchanged. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
12 x 12 mesh black, $1.80, and 12 
x 12 mesh aluminum finish, $2. 20 per 
100 sq. ft., base, net. 
WHEELBARROWS.— Sales are fair 
with stocks being graded down by re- 
tailers. Prices show no changes. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Queen B, barrel type tray, fully 
bolted wheelbarrows $42.50 and Me- 
teor fully bolted barrel type tray, 
$34.50 doz., net. No. 2T tubular bar- 
rows, $7.33: No. 16, Gopher garden, 
$4; No. 10, American garden, $6.25 
each, net. 
WRENCHES.—Call for wrenches re- 
mains good with stocks well filled. 
Prices are firm as quoted. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Agricultural wrenches, 60-10 per 
cent; key model wrenches, 45 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call long 


sleeve nut, 10 in., $1.70; 12 in 2.06; 
15 in., $2.75 each, net. 
Snap-on Wrenches— Radio and 





electrical sets in metal cases, $2.75; 
No. 101, Master Service Set, $13. 
No. 202, Heavy Duty Set, $3.80; No. 
404, Flexible Socket Set, $8: No. 608, 
Crankcase Drain Pipe Socket, $3.20; 
No. 90, Square Socket Set, $3.70; No. 
1817, Giant ‘‘Snap-on’’ with extra 
heavy duty ratchet, $27.35 list, less 
331%, per cent discount. 





Little Wonder Mop Wringer 
Display Card 


A most attractive display card is being 
distributed by the 


Swineford Division at 








| between the 


Reading matter continued on page 50 


Canton, Ohio, of The Cronk & Carrier 
Mfg. Co., Montour Falls, N. Y., to en- 
courage the sale of its Little Wonder Mop 
Wringer. 

Pure oil paints are used for the colors 
of this display card, which is 14 in. in 
height. It is waterproof ‘and can be easily 
cleaned. An easel back allows it to be 
stood on counter, case or in a window. 

The Little Wonder Mop Wringer will 
wring any family’s or janitor’s mop and 
can be quickly attached to any metal or 
wood pail. It operates by placing the mop 
rollers, stepping on the foot 
rest and pulling the mop through. As the 


mop. 


The New KeYin Hasp Lock 


The Bassett Metal Goods Co., Inc., 
Derby, Conn., has placed on the market 
an ingenious hasp lock having many ad- 
vantageous features. The KeYin Hasp 
Lock is a combination hasp and lock de- 
signed to reduce the possibility of losing 
the key to a minimum and to provide safe 
protection. 

This lock has three tumblers operating 
independently of each other. The key is 
not only used as a locking member, but 
also has to remain in the lock during the 








period of time when it is unlocked, as it 
functions as the unlatching device. This 
feature eliminates the possibility of the 
key being lost when the lock is unlocked. 

All parts of the KeYin are cadmium 
plated separately before the lock is assem- 
bled, making it a rustproof unit. When 
in a latched or locked position, the seven 
cadmium-plated screws, which are fur- 
nished with each lock, are completely cov- 
ered by the hasp itself. Three keys are 
furnished with each lock, so that two per- 
sons can carry keys and have one in re- 


serve. The key series number is stamped 


- ‘ : . | on the lock housing, and should extra keys 
mop is wrung before leaving pail, there is | . 


no splashing, no twisting or shaking of the | 





be needed, they can be obtained by the 
dealer, as the factory records all key com- 
binations. 

The KeYin presents an attractive ap- 
pearance and strongly resists opening with- 
out its particular key. 
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The Remington Weekly Letter 


Skeet Makes Year-Round Sales of Remington 


Guns and Shells 





ee on 


os 


Model 17—Remington Shotgun 


Pump Action—Repeater—Take Down 


I recently saw the report of a sale of eight 
shotguns in one day at a new Skeet Club. 
That made me wonder how many retail 
dealers are alive to their opportunity for 
increasing business by promoting Skeet 
Shooting in their localities. Skeet means 
more business the year ’round on shotgun 
shells, and what a chance it offers to sell 
Remington guns. For instance, you have 
three Remingtons to offer—the Model 11 
Autoloading and Model 10 Pump in 12 
gauge, and the Model 17 Pump in 20 gauge. 
Short barrels 26 to 28”, Modified or Cylin- 
der Bore, give best results, because they 
are quicker to swing and the open pattern 
will break more targets at the average Skeet 


Shooting distance of 25 yards. 


But there’s nothing on the market today 
that can touch the Model 17 Pump Gun, 20 


20 Gauge Only 


gauge, for Skeet Shooting. Stock this gun 
with a 28” cylinder or Modified choke 
barrel and every Skeet Shooter will want it 


on sight. 


It is light in weight and its action is quick as 
lightning. It will give a faster lead on out- 


going and incoming targets than the 
heavier 12-gauge gun. The faster handling 
will more than compensate for the lighter 
load. And it’s a real pleasure to shoot this 
great little 20-gauge with practically no 


recoil. 


If you are not thoroughly posted on Skeet, 
write us and let us tell you about it. I don’t 
want any dealer to miss his chance to sell a 
lot more Remington Guns and Shells just 


because he doesn’t know about Skeet. 


We have had a number of requests 
for reprints of these Weekly Let- 


ters, to be distributed to salesmen Qf Ped rca. 


and others. We shall be glad to - 
supply any of our customers with ; 
President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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Hot of th® Nail Ke 


Little yarns that others have laughed 
over culled from various sources. 


contemporary puts it: 


“Some of 


Asa 
them 


have been copied, the rest will be.” 








Two convivial friends were wending | 
their way home about 2 a. m. when one | 
stopped to gaze at a sign. 
“Watcha lookin’ at?” asked the other. | 
“That sign,” was the reply. | 
“Whazzit say?” | 
“Ladies Ready to Wear Clothes.” 
“Well, it’s dern near time, if you ask | 
me,” came the reply. 


Jones was a druggist, and when his wife 
ran away with another man he inserted | 
the following advertisement in the local 
paper : 

“This is to notify the party who so 
kindly relieved me of my wife that I can 
supply him with liniments, bandages, ar- 
nica, healing salves, absorbent cotton, 
iodines, sleeping powders and crutches at 
bottom prices.” 


Conductor: Hold old is the little girl? 

Little Girl: Mother, I’d rather pay the 
full fare and keep my age to myself. 

A hick town is a place where everybody 
knows whose check is good. 

“Is the telephone working ?” 

“I guess so; I can’t get central.” 

“Nurse,” said the amorous patient, “I’m 


in love with you. I don’t want to get| 
well.” 
“Cheer up, you won't,” she assured him. 


“The doctor’s in love with me, too, and 


| a garage. 





he saw you kiss me this morning.” 

She—“What do you call it when two | 
people are thinking of the same thing 
mental telepathy ?” 

He—‘‘Sometimes it’s that and sometimes 
it's just plain embarrassment.” 

Suspicious Husband: Who called this 
afternoon? 

His Better Half: Only Aunt Sophie. 

S. H.: Well, she left her pipe. 

“George, do you know what that A. D. 
stands for?” asked Mr. Jones, pointing to 
a cornerstone of the building bearing the 
date “A. D. 1924.” 

“Suttinly, boss, suttinly,” responded the 
chauffeur. “Why, dat here A. D. stands 
for ‘All Done.’” 





“What do you do when you are kissed ?” | 
“T yell.” 

“Would you yell if I kissed you?” | 
“No, I’m still hoarse from last night.” 


A man mortgaged his home to buy an | 


. ~ . | 
| automobile. Then he went around and tried 


to mortgage the car to get money to build | 

“How are you going to buy gas?” curi- | 
ously inquired the man of whom the loan | 
was asked. 

“Well,” replied the other slowly, “if I 
own a house, a car and a garage, I should 
think any dealers would be willing to trust 
me for gas.” 


Brooklyn? That would make you a Brook- 
By the way, may I 
have another of those cigarettes?” 

Also: “Certainly, and you say you are 


lynite, wouldn't it? 


Special Rep.: “You say you are from 


from Paris?” 


The Bishop: “Did that go out of bounds, | 
my be xy $6 

Caddy: “Out of the diocese, I think, my 
lord!” 


The neighbor of a man noted for his ex- | 
treme thrift saw him‘coming down the | 
road on a week day dressed in his Sunday | 
clothes. 

“What's up, Cy?” he called out. 
the glad rags ?” 

“Haven't you heard the news?” 

“News! What news?” 

“Triplets !” 

“Oh, and you're celebratin’—?” 

“No, but what the heck’s the use tryin’ 
to be economical now.” 


“Why 


A party of tenderfeet was descending the 
precipitous Bright Angel trail at the Grand | 
Canyon one day when the saddle girth of | 


| a mule ridden by a young lady became | 


loosened, allowing the saddle to work for- 
ward onto the neck of the mule. After | 
some time the young lady thought there | 
was something wrong and called out to} 
the guide: “What’s the matter with this 
mule? He’s pulling in his head.” 


“How did you learn to stay so long | 
under water?” 

“T once lived at the same beach with one 
of my worst creditors.” 


‘Pat: “This is the foist time inny of these 
corporations hev done innything to binnifit 
the workingman.” 

Mike: “How is that, Pat?” 

Pat: “It is this sivin-cent fare. I hey 
been walkin’ to and from me work and 
savin’ tin cents, and now I kin save four- 
teen cints.” 


“Ah, you have a dog. I thought you 
didn’t like dogs.” 
“Well, I don’t. But my wife picked up 


a lot of dog soap at a bargain sale.” 


“Well, Sandy,” said the laird, “you are 
getting very bent. Why don’t you stand 
up straight like me, man?” 

“Eh, man, do ye see that field o’ corn 
over there?” 

“T do,” returned the laird. 

“A’ well, yell notice that the full heads 
hang down, and the empty ones stand up.” 


A too robust woman asked a doctor 
what she should do to reduce. 

“Take a certain kind of exercise,” 
he. 

“What kind do you recommend?” she 
asked. 

“Push yourself away from the table 
three times a day,” replied the doctor. 


said 


The first slice of goose had been cut 
and the minister of the Zion Church looked 
at it with as keen anticipation as was dis- 
played in the faces around him 

“Dat’s as fine a goose as I ever saw, 
Brudder Williams,” he said to his host. 
“Where did you get such a fine one?” 

“Well, now, Parson Parker,” said the 
carver of the goose, with a sudden excess 
of dignity, “when you preaches a special 
good sermon, I never asts you where you 
got it. Seems to me dat’s a trival mat- 
ter, anyway.” ——— 

“Your money or your life,” 
holdup to a young victim. 

“Take my life, then,” suggested the lat- 
ter. “I need the money to take my girl 
to the movies to-morrow evening.” 


snarled a 


Kind Old Lady (to little boy): “And 
what are you going to do when you grow 
up, my little man?” 

Urchin: “Foller in me father’s finger- 
prints.” 
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The ceiling type, shown below, is 
a popular number. 
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Two of the many slyles are shown 
above. 








Whether for your own use or for resale the R-W line of store 
ladders has many advantages. 


There are styles, designs and finishes to efficiently meet the 
requirement of any store or warehouse. 


Write for full information. 


New youn - - AURORA,ILLINOIS,U.S.A, . + + Chicazo 


Boston Philadelphia Cleveland Cincinnati Indianapolis St. Louis New Orleans Des Moines 
Minneapolis Kansas City Los Angeles San Francisco Omaha Seattle Detroit 


Montreal - RICHARDS -WILCOX CANADIAN CO., LTD., LONDON, ONT. + Winnipeg 
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One-tenth of a Turn Unlatches it! 





No. 330 CUPBOARD CATCH 





Here’s a Fast Selling Specialty 
That Nets a Fine Profit 


The No. 330 cupboard catch appeals instantly 
to home owners because of its beauty and ease 
of operation—a one-tenth turn to right or left 
unlatches the catch. Pushing the door shut 
automatically locks it. This catch can be used 
on doors from 14” to 114” in thickness without 
adjustments. Furnished with large, beautiful 
glass knob. Mechanism is of steel. Case is solid 
brass and furnished in any desired plating. 


Carpenters and builders like it because of its 
ease of installation. Just bore one hole, sink 
four screws—that’s all there is to it. No mor- 
tising or chiseling necessary. Slotted screw 
holes in strike allows adjustment to perfect 
latching position should screws be slightly mis- 
placed when installation is made. Strike can be 
installed on the shelf, under the shelf, on door 
stop or any other desired location without ad- 
justments of any kind. 


Cabinet set No. 799, comprising a pair of em- 
bossed, ball tipped, full surfaced butts and a 
No. 330 catch is an unusually rapid seller. 
Hinges are made of cold rolled steel furnished 
in any desired finish. 


Meeting a definite need and priced right for 
quick turnover, these numbers are sure profit 
builders. To show them is to sell them. Write 
for prices, discounts and descriptive literature 
at once. 


FRANTZ MANUFACTURING COMPANY 
Dept. H13, Sterling, Illinois, U. S. A. 


No Hardware is Genuine FRANTZ QUALITY 
Without the Red Label 
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“Callers” 


(Continued from page 27) 


Stop and think what the talking picture means in 
universities and schools! Instead of having your chil- 
dren go to college where they learn a great deal that 
is not in books, they can stay at home and the college 
professors (the very wisest and best college professors 
in the land) can actually come to your home and in- 
struct you and your children. If you so desired, you 
could have a lecture with talking pictures on: different 
subjects by the greatest authorities in the country—one 
lecture every night on a different subject! 

Well, well, what my friend had to say about talking 
pictures made my head ache. He made me regret that 
I was born too soon. I would like to see what is going 
to happen in the next fifty years. I think my one regret, 
when I pass out, will be that possibly my curiosity in 
regard to the future of the United States may never 


be satisfied. 
x ok Ox 


A hardware man in a little town writes me apropos 
of my recent article when I gave the three letters from 
the three young ladies, that he very much prefers ar- 
ticles of this kind to articles, for instance, like that one 
of “Henry Brown.” Then he adds in his letter, “Do tell 
us what you are reading lately. You haven’t written an 
article about a book for a long time!” 

So just in concluding this article, I wish to satisfy 
this unknown friend by telling him I have been reading 
“The Prairie Years”—the early life of Abraham Lincoln 
up to the time he went to Washington, written by Sand- 
burg. I have found this book intensely interesting. In 
a literary way it is not a masterpiece. Sandburg doesn’t 
write with the flowing sentences of Macaulay, but he does 
give a mass of facts about Abraham Lincoln that makes 
one wonder at the amount of time he must have devoted 
to research work. How in the world did Sandburg 
gather together all these facts?-—What a tiresome, 
momentous job it must have been and here, after all this 
work on his part, we can have the result on our tables 
under our evening lamp for just a few dollars. 

Last night I read about Lincoln’s nomination for the 
presidency in Chicago. The cold facts that Sandburg 
gives make one realize that conventions in those days 
were not very much different from conventions in these 
days, except that they were rougher and tougher, and 
direct methods were the methods in use. “How did 
you get the state of Pennsylvania to vote for Lincoln?” 
was asked one of Lincoln’s leaders. “Oh we just 
promised them everything they wanted!” was the answer. 
“But,” came the reply, “Lincoln wired you not to tie 
him up by making any promises!” “That is all right,” 
was the answer, “After they have voted and he is nomin- 
ated, they cannot take their votes back!” 

How many men who read this article know that 
Seward was Lincoln’s opponent for the nomination? 
He led off with many more votes than Lincoln, but then 
on the third day of the meeting after all the favorite 
sons had received their votes, the Lincoln managers 
just packed the hall so full of Lincoln men that Seward’s 
friends could not get into the hall, there was actually no 
room for them, and then the votes started swinging from 
Seward to Lincoln. Finally the necessary number were 
secured and Lincoln awaiting the news at Springfield 
received a brief telegram announcing to him that he 
had been “put over.” Then Lincoln turned to a friend 
and said, “I guess I will walk up the street and tell a 
little woman there that she is married to a man who 














has the nomination for the Presidency of the United 

Reading this life of Lincoln just at this time and com- 
paring his presidential campaign with what is happen- 
ing in the country today gives one a great deal to think 
about. There are certain similarities in the present 
situation that are almost startling. I strongly recommend 
that you dig up the cash and buy, or that you go to 
your local library, and get this life of Lincoln and read 
it before the election—it will give you a lot to think 


about! 


A Good Sign Is a Good 


Investment 


AVE you also noticed that as a rule hardware 
H stores, due to the lack of properly placed, con- 

spicuous signs are more difficult for customers to 
locate than other retail stores? 


A plain, easily read sign acts as business card and 


without a doubt pays handsome returns on the invest- 
ment required. 

Theaters and movie houses have long realized the 
value of signs in increasing their patronage and prob- 
ably next in the number of signs used, come the drug 
stores, which are usually well equipped with signs, 
ordinarily making it easy for a stranger to “spot” a drug 
store blocks away. It would seem that hardware stores 
carrying thousands of items to the hundreds found in 
the drug store, and catering to all classes and ages would 
find it just as important or more so, to establish their 
identity and location to all eyes. The particular size or 
style is unimportant so long as the sign is neat and 
large enough to be easily read at a distance. 

The best plan is to use as few, words as possible, and 
with exception in cases where it is desired to incorpor- 
ate the firm name in the sign, would think that the one 
word HARDWARE is sufficient to carry the impression 

necessary to convey. The one word implys that you 
carry the stock ordinarily found in hardware stores 
making it unnecessary to attempt to enumerate your 
most important department as TOOLS—CUTLERY 
AND HOUSE FURNISHINGS. 

The signs should of course be in harmony with the 
store front, and a unique design, if easily read would 
add to its attractiveness. 

As to the desirability of electric signs it would seem 
that this would be a debatable question, as most hardware 
stores are closed at night. At the same time, an electric 
sign is very attractive both night and day and in some 
instances would seem preferable. 

_Any store finding lighted store windows at night de- 
sirable, would also find an electric sign advantageous. 
Many of the chain stores in the cities demonstrate their 
belief in electric signs by keeping them on, constantly 
flashing their message night and day. 

_Your signs should be readily discernible from either 
side of, or up and down the street, with the window 
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ARCADE (23. TOYS 


cx TOYS 


NATIONALLY ADVERTISED 


6,253,120 people will read maga- 
zines in which Arcade Toys are 
featured in half page ads during the 
months of November and December. 
It means that Arcade Cast Iron 
Toys are nationally advertised to 
the consumer. ¢ 

It means, too, that there will be a 
great demand for Arcade cast iron 
Toys at Christmas time. Write 
now to reorder and complete your 
stock for the holiday demand. 





HAKDWARE 


signs preferably placed on a level with the eye. 

The projecting signs hanging at a right angle to the 

Store front, should receive the most attention, except 
where the store is a corner location and the sign should 
hang on the corner to be visible from both streets. 
_In some instances local ordinances prohibit projecting 
signs, but where possible we would think whether the 
sign was plain or electric, that this type sign due to 
being easily seen from any direction is more desirable 
and important than any other. 


ARCAD and TOYS 


Write us for Catalog ~- Ask your Jobber for Prices 


ARCADE MANUFACTURING CO. 


FREEPORT, 1LLINnots 





AKCADE:.;. TOYS 
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You Can Fool Some 
of the People, etc.— 





i But you can’t fool any- 
one with a box of poor 
quality, short weight 
, tacks. There are too 
many of them. 


| ATLAS 
Tacks & Small Nails 


4 Please every customer, every time 
a tack or nail is used. Full 
weight, honest count of quality 
tacks or small nails in every Atlas 














box. 
You take no chances, selling 






} them. 






Order through your jobber. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 
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To please the taste of those that discriminate! 


















Set No. 250 F 
WITH 
COLONIAL TYPE ESCUTCHEONS 
: cAND 
: THE NEW POPULAR DESIGN GLASS KNOB 


that wins admiraticn for its sparkling reflections and sensational finish. 


(QDINDEPENDENTIOCKCOMD 









FITCHBURG, MASS. 
































Urges Orderly Merchandising 
as Substitute for 
“Mad Scramble” 


ERCHANDISING should be a “profession” and 
M not a “‘scramble,” and it will become a profes- 
sional activity: only when distributors unite in 
meeting the needs and preferences of the consuming 
public in an “orderly and_intelligent fashion.” Alvin E. 
Dodd, director general of the Wholesale Dry (Goods 
Institute, declared Aug. 8, in an address before the 
American Retailers’ Association at St. Louis, Mo. 
“The distribution of merchandise should be active and 
swift,” said Mr. Dodd. “It should be attuned to the 
tempo of modern American life, but it does not need to 
be a mad scramble in which sound economics is for- 
gotten. 
“It is foolish to sacrifice everything, sometimes in- 
cluding profits and reputation for reliability, in an effort 


“to gain temporary advantages. 


“The consumer is king today, and requires close and 
constant attention to his needs and desires. This de- 
mands a keen knowledge and study of consumer tastes 
and preferences—not a habit of “shooting” goods at the 
public and running prices up and down the scale, accord 
ing to the accuracy of the aim. 

“If we regard the retailer and the wholesaler as co- 
operators in the business of distribution, what should 
be considered as the essential factors in merchandising ? 
There are two—and only two. 

“There is the consumer, who must buy. He is the 
most important. And there is the producer, who must 
make what he buys. These two are essential factors 
and they must get together. 

“Wholesalers and retailers have performed valuable 
functions in the past in linking these two factors—in 
bridging the gap between the shipping platform and 
the home. 

“The practical possibilities for wholesaler-retailer co- 
operation are, I firmly believe, great. It must be under- 
stood very clearly that this is not the familiar idea of 
“retail education” which so many manufacturers have 
been talking about. 

“It is a matter of mutual education. The wholesaler 
is beginning to learn about the part he should take 
in this new type of work. There is much, for example, 
which wholesalers might tell retailers regarding the rela- 
tive salability of certain kinds of merchandise, so that 
the turn-over in both retail and wholesale establishments 
might be improved materially. 

“Many wholesalers have done a great deal toward 
supplying their retail customers with regular merchan- 
dising counsel—making their representatives not merely 
order-takers, but actually sales advisors of the highest 
calibre. That is, those wholesalers have recognized the 
fact that goods are not sold, really and finally, until they 
are in the hands of consumers—and they have fur- 
nished the retailer not only with goods but with sound 
counsel, both before the goods are purchased and aiter 
they are purchased. 

“This is the wholesaler’s new role. He has offered 
and will continue to offer the retailer a great service in 
the form of promptly supplied stocks (furnished when 
desired and in the quantities desired) thus making tt 
possible for the retailer to enforce the all-important 
principle of careful stock control and speedy turnover. 
—From Chicago Journal of Commerce. 
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The Business Man and the City re 
e 
As a way of pointing out the relation of business The Premier” 7 
profits to gogo 5 Sa mane Ernest T. Tnigs, : 
chairman of the Civic Development Committee of the ‘ ‘ ? t 
Chamber of Commerce of the United States, propounded Ball-bearing—Adjustable Tension 
these six questions to the organization at its annual : 
meeting : : 
1. Has a poorly lighted, badly paved business street i 
» any relation to the prosperity of the merchants who 
do business on it? ; 
2. Has the congestion at a freight station, due to 
badly planned thoroughfares or uneconomically § 
lighted terminals, any relationship to the prosperity Type 4001 
of the shippers and the receivers of the freight who 
use it? ° ° : 
3. Have obsolete or inefficiently administered muni- Consider the Life of a Hinge 
cipal services, fire and police protection, traffic ! ; a 
regulation, the common utilities, any relation to the The life of a hinge is governed by the durability 
prosperity of the business concerns in a city? of the parts which must stand the most wear. 
4. Has the inadequacy of interurban car and bus The “Premier” Spring Pivot Hinge has been 
lines and of the highways, which are the channels designed with a drop-forged piston, hardened 
of communication between the city and its produc- steel roller-bearings for the eccentric, compres- 
ing hinterland, any relation to the prosperity of its sion spring of tempered steel flat wire and ball- 
banks, of its stores and its other business interests ? bearings to carry the weight of the door. 
5. Has the health and contentment of the workers any These features make it the “Premier” hinge of : 
relation to the prosperity of the concerns in which its class. 
they work? ; ne Se 
6. Has the knowledge, skill and mental attitude of a Send for Catalogue H-42. : 
a people, their capacity for good workmanship ' 
and their willingness to work to capacity, any rela- 6 Sp ; ' ; 
tion to the eapetlty of an saiinaetial iailton such Chicago ring Hinge Company. 
as ours? CHICAGO NEW YORK 
All of these, he declared, are matters of civic develop- a , 
ment and as such should be the concern of business. 









POULTRY NETTING 


Galvanized Before and Galvanized c4/fter Weaving? 





The Salesman’s Greatest Asset 








































St 
T asked what is the greatest asset of a salesman dealing with as 
plain, average folk. It is, my friend said, the ability to get in Light \ 
the frame of mind of liking everybody. We all meet people god . 
every day who may not be the kind we would pick for boon Finish _ ‘ 
companious, but is it possible to assume that they have their fe \ 4 
PRs acne + “e 7 ti. aimee Pa 2 Copper 
good points, and to say to oneself: “I like them, I like every- ry mae wires 
body.” The man who can bring himself sincerely to like every- Finish me “3 a 
body will sell more goods than the one who is unable to arrive at y id i. 
quite that frame of mind. Because the one who likes the most y g 
people will have the most people like him—and liking to deal with 7 ana 6 
him.—The Nation’s Business. (>prvER £ 3 PEARL f 
eae ave | Winpow ‘ j ScREEN F 
A Christmas Tree Holder Corn : ; Cioran 
The Bettcher Stamping & Mfg. Co., Cleveland, Ohio, is manu- S S| “ P ; 
rd . . - . % i 
facturing a serviceable Christmas tree holder made of pressed “ MvOO y 
steel. This device is designed for trees from 1 to 3 in. in diam- DARK if ey Ze 
Finish 3 . s 
14, 16 & = ; =f oan ? 
and 18 Fs i j ‘ f i Mt sind 
3 : i ; exh 
Mesh FF Aye ed ped be nba’ gt j 
ap ¢ if i E Mew od 
GALVANIZED STEEL WIRE CLOTH 
IncAl Grades i 
BRA E SOR ihe 4x OK, te 3 & be, . Bae: « 





Look for the tag, carrying our name, at the end of every roll! 








Established 1818—Americe’s Oldest Woven Wire Factory 







Manufacturers of 
WIRE CLOTH, NETTING and FENCING 
eter. The holder is enameled in green and packed one complete Galvanized Steel Wire Cloth in all Meshes and Gauges 
to a carton, 24 to a shipping case. The manufacturer states oo pucomnres boars ermalons 
that this holder is rigid and dependable in every respect. = 





















Point out to your trade that one of 
the best cough-and-cold preventives 


Shield equipped with the “Gem” 
Water 


“(5 EM” 


Adjustable 
RADIATOR SHIELDS 


the “Gem” Adjustable Radiator 


Pan Humidifier. Indoor air 
should be kept moist as well as warm 
in winter. 10 popular sizes, retail at $4 to $8. 









BEH & CO., 1140 Broadway, New York 
Buy from your jobber 

























THE NEW 
Holmes Electric Refrigerator 


operating on the most efficient engineering 
principle known, refined and amazingly sim- 
plified, will soon be announced. 


HOLMES PRODUCTS, INC. 
2 W. 46th St. New York City 


HOLMES 


ELECTRIC REFRIGERATOR 








SHARK BRAND CHISELS 
FULLY GUARANTEED 


Because of their reputation as dependable 
tools, sell with little effort, which means 
sure profits to you. Shark Brand Chisels 
are produced from the finest Swedish 
charcoal steel, are sturdy and well made 
and craftsmen and lovers of good tools 
appreciate their quality. 
Butt Beveled Edge 
Regular Beveled Edge, 
Socket Chisels. 
We carry a full line of 


SWEDISH Made TOOLS and HARDWARE 



















Manufac- 

tured by Order from your jobber today, or write 

E. A. Berg 

Manatee: SCANDINAVIAN WESTERN 

— IMPORTING CO., Ltd. 

Bib Ritin 107-109 Lafayette St., New York, N.Y. 

Snie Minneapolis, Minn., Montreal, Can., 

Seattle, Wash. 
ENTILATE ITHOUT 
ONLY THE prety net Ronde, Sus 
Everywhere ‘ain or w 
V-W 
VENTILATOR 


has the patented 
R-shaped _ vertical 
louvers. 





“*Fresh Air—Everywhere’’ 








Let us prove that the V-W 
window ventilators give bet- 
ter ventilation without dirt, 
draughts, rain and snow. 


Write for Information 





The V-W Ventilator Co., 2881 A. I. U. Bldg., Columbus, O. 
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Boo! Boo! Presidential Election! 


The man who tries to alibi a poor sales record because 


this is a Presidential year will be laughed at. Read these 
statistics : 


1888—average—started below normal, but finished 
above 

1892—a good year—10% above normal 

1896—not a good year 

1900—an average year . 

1904—somewhat below normal 

1908—started slow because 1907 was bad—but fin- 
ished strong 

1912—above normal—5 to 12% above average 

1916—a big year—15% above normal 

1920—first nine months, normal; last three months 
beginning of post war deflation 

1924—an average year 

Pick out any ten years at random and see if they aver- 





age as well as the last ten Presidential years. 


—Magazine of Business. 


Adhesive Plaster Dispensing Rack 


The Seamless Rubber Co., New Haven, Conn., is offering to 


the trade an improved dispensing rack for its zinc oxide adhesive 
plaster. Realizing that sports have greatly increased the use of 
adhesive plaster, the company has designed this dispensing rack, 





which may be mounted on wall or table, for schools, clubs and 
sports enthusiasts. On this rack is adhesive plaster 12 in. wide 
and 10 yd. long without crinoline, and ready cut in assorted 
widths for instant use. The rack has a wooden base and is 


| heavily white enameled. 








New Lindemann Bird Cage 

An unusually attractive bird cage and stand 
has recently been placed on the market by 0. 
Lindemann & Co., 35 Wooster St., New York 
City. 

“The “Lantern” Cage is finished in two shades 
of orange with dark trim, and also in statuary 
bronze with gold trim. The transparent seed 
| guard is of an orange hue and is easily de- 
! tached for cleaning. The cups are set into 
frame holders and are placed in position through 

inconspicuous doors set into opposite sides of 
the cage. 
A drawer pan makes the cage very practical. 
Perches and swing are stained to harmonize 
with the general coloring. 
The company’s catalog, containing numerous 
styles in attractive colors, will be mailed to the 


trade on request. 














